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‘KORRECT- WAY MANNEQUINS 
MUST BE RIGHT 


41 Orders... 
289 isures 
SOLD in 1 Day 


Saying it with orders—is America's most emphatic way of 
endorsing the superiority of any product. That's the reason 
we're so proud of this latest proof of the enthusiastic reception 
accorded Korrect-Way's new "SILHOUETTE" Mannequins from 
coast to coast .. . also it's one more reason why these superb 
figures should have first consideration for your display require- 
ments. Especially designed to show the new L-85 dresses with 
maximum effectiveness—they are today's best mannequin buy! 


SEE YOUR DISTRIBUTOR FOR COMPLETE DETAILS 
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Walt 


in dramatic 
for Christmas windows and tuteriors 


At the world premiere of ‘‘Bambi"’ in New York, recently it was proclaimed with praise as 
‘Disney's Greatest.’’ Yes, it's a promotion ‘‘natural’’ for Christmas . . . an attraction that 
is bound to win! Petite . . . cute and ‘‘cuddly.’’ Showmanship supreme! Bambi, Thumper 
and Flower are among Walt Disney's best . . . certain to make a big hit with the kiddies! 


FULL-ROUND SCULPTURED FIGURES— DECORATIVE COMURAS — BEAUTIFUL 
TRANS-LITES—offered for outright purchase! “‘BAMBI"’ ANIMATED TOY WINDOW 
ATTRACTIONS by Old King Cole OFFERED ON RENTAL! WRITE OR WIRE TODAY! 


Free. o «just off the press! Christmas Edition of “VICTORY TIMES" 
—a 16-page tabloid packed full of new Christmas and Victory dis- 
play ideas—pictures—sketches! WRITE FOR YOUR COPY TODAY! 


ALL BAMBI DESIGNS COPYRIGHTED 
WALT DISNEY PRODUCTIONS 


W. L. STENSGAARD AND ASSOCIATES, INC. + CHICAGO + NEW YORK * OAKLAND 
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1942 THE COVER OUR NEXT ISSUE 


“An analysis of our sales shows that those By a happy coincidence, the display shown on this Next month's DISPLAY WORLD brings 


month's cover was placed on view at The Hecht 
Company, Washington, on the day word came that helid “ os ‘ 
Z . . . ° + 

and departmental displays are the ones which reap hare ae Seren nr = gee ne — ' vehi oe and themes tested on ; 
have obtained the best results and show con- o L. A. Banks, display director, the window has drawn — actual firing line and found good. Wate 
7 . 1. the: les f more crowds than any other patriotic display the 
tinued increases in their sales from year to store has ever done. The setting was worked out ; : 
year. "—D. F. Howe, sales manager, Wamsutta = with the public relations office of the U. S$. Marine venue Christmas displays, every one of 
Mills, New Bedford, Mass. Corps. them outstanding and alive with drama. 


accounts which have kept our product promi- you the annual Christmas issue—replete with 


nently before the consumer by both window 


especially for the splendid spread of Fifth 
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For the first time in its long and distinguished career Washington's 


famed Julius Garfinckel & Co. is using children’s mannequins for dis- 
play. Yes, thank you, our adorable new Mary Brosnan Younger Set man- 


nequins are first to make that grade too. Photos and details on request. 


JAS. B. WILLIAMS, ING. 498 Seventh Avenue, New York 


EXCLUSIVE DISTRIBUTORS OF MARY BROSNAN STUDIO MANNEQUINS. CYRILLE STEINER FIXTURES. 
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FOR VICTORY TODAY 
JOINESo TOMORROW 


“I 
Ris. * 
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This War Savings Flag which flies today 
over companies, large and small, all across 
the land means business. It means, first, 
that 10% of the company’s gross pay roll is 
being invested in War Bonds by the workers 
voluntarily. 


It also means that the employees of all these 
companies are doing their part for Victory 

. by helping to buy the guns, tanks, and 
planes that America and her allies must have 
to win. 


It means that billions of dollars are being 
diverted from “bidding” for the constantly 
shrinking stock of goods available, thus put- 
ting a brake on inflation. And it means that 
billions of dollars will be held in readiness 
for post-war readjustment. 


Save With 





Get This Flag Flying Now! 





Think what 10% of the national income, 
saved in War Bonds now, month after month, 
can buy when the war ends! 


For Victory today ... and prosperity tomor- 
row, keep the War Bond Pay-roll Savings 
Plan rolling in your firm. Get that flag fly- 
ing now! Yout State War Savings Staff Ad- 
ministrator will gladly explain how you may 
do so. 


If your firm has not already installed the Pay- 
roll Savings Plan, now is the time to do so. 
For full details, plus samples of result-getting 
literature and promotional helps, write or 
wire: War Savings Staff, Section F, Treasury 
Department, 709 Twelfth Street NW., 
Washington, D. C. 


War Savings Bonds 





This Space Is a Contribution to America’s All-Out War Program by 


DISPLAY WORLD, Cincinnati, Ohio 
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Check Your Christmas Plans 





By This National Survey 


If you are wondering whether or not your 


Christmas display plans are going to be 


pretty well in line with the general trend, 
the following cross-sectional survey will 
help answer your questions. The survey 


DISPLAY WORLD in 
an attempt to answer three questions: (a) 
what themes would be given most 
nence during the holiday year; 
(b) on what scale would the 1942 Christmas 
displays be compared to those of the past; 
(c) how are display 


was undertaken by 


promi- 
season this 


managers arranging 
their plans to compensate for the shortage 
of display personnel. 

very state in the union \ 
the survey, and-we believe the results tab- 
ulated below are accurate enough to be ac- 
cepted. The names of individuals, 
and cities are not given in order to protect 


was covered by 


stores, 


the plans of those helping with the survey. 
In each case, however, the display manager 
quoted is one whose opinion is valued by 
those who know him. 

First and foremost, the predominant dis- 
play theme will be that of the old-fashioned 
Christmas. A full 83 per cent of those re- 
plying to the questions agreed that a re- 
turn to the simple, homely Christmas of 


the past is desirable in these troubled 


times. Their reasons are explained in 
detail below. About 12 per cent plan on 
letting the patriotic motif dominate their 
holiday displays. Five per cent have de- 


cided that a purely religious theme will be 
best. 

There were some border-line cases which 
them are 
displaymen who plan on old-fashioned set- 


deserve comment. Among those 


tings, plus a dash of patriotism. 
It is encouraging to note that the holiday 
settings of three out of 


40 per cent— 


four displaymen 


will ke on a seale comparable 
to last vear; 18 per cent plan on doing things 
in still larger fashion, and only 6 per cent of 
those replying indicated that they have cut 
their Christmas display budget. 

The personnel shortage, due to the many 
called to the 


worry to 


displavmen who have been 


services, Is a growing source ot 
most display managers and that worry ts not 
alleviated by the fact that the busiest season 
of the Various 


dients are 


vear is just ahead. expe- 
effort to 
Seventy-four per cent of 
directors DISPLAY 
WORLD'S questionnaire say that their only 
solution for the matter is to start working 
on Christmas displays earlier than usual, 
longer Some 14. per 
cent say that they are simply keeping their 
fingers crossed, and hoping things will work 


being adopted in an 


beat the problem. 


the display answering 


and/or work hours. 


out. Eight per cent are buying more fabri- 
cated materials in order to lessen the 
amount of work necessary in the display 
department itself. Four per cent plan to 


supplement their departments by hiring girls. 
he tollowing excerpts trom replies speak 


lor themselves; 


lack of space prevents pub- 


lishing all those received, but the ones fol- 
lowing are typical of the group as a whole: 

NEW JERSEY. “The problem of Christ- 
mas display this year is not an easy one to 
here are 
The ideal 


However, 
thoughts on the subject. 
treatment should te 
direct, and contemporary. They should def- 
initely not be ostentatious or lavish. A pa- 


solve. some of my 
Christ- 
homey, 


mas display 


triotic flavor should be present, but not tied 
up directly with your Christmas display un- 
less handled in such a subtle way that they 
will not leave an impression on your cus- 
tomers that you are capitalizing on the war 
labor plans 


To overcome the shortage, 


should carefully be made to allow a work- 
ing schedule for fewer people and more time. 
Material and labor should be contracted for 
in such a way that one can retrench when 
and if an emergency occurs.” 


Wise 


PENNSYLVANIA. “We believe it 
to return to the old-fashioned type ot 
Christmas. Children and others still will 


want this type of Christmas and the depart- 
ment stores, through display and decoration, 
can still give it to them. In our window 
displays we expect to hark back to the tradi- 
tional \llied Nations, 


with stress on their Christmas customs—not 
plights. In our 


Christmases of the 
their war-time general 
Christmas treatment we 
natural 
art work. 
of 1941." 

CALIFORNIA. “I 
find religious subjects together with group- 
ing of memkers of the Allied Nations mostly 
this Window 
the various display treatments for 


will employ 
than 


similar to that 


more 


Christmas greens cutouts and 


The scale will be 
will 


believe that we 


decorating and 
Christ- 
mas, I am sure, will deal with a greater call 


used season. 


for patriotic spirit and with a strong relig- 
ious appeal. Simplicity will be highlighted.” 

[LLINOIS. “I can 
we are thinking. The 
symbols like Santa, trees, bells, stars, ete., 


only tell you what 


good old conventional 
will be used here very much as usual. We 
believe firmly, and always have, that relig- 
ious themes should never be used to further 
the sale of merchandise. 

“Doves of peace are certainly out of order 
this vear. 

“There is some possibility that we may 
add patriotic flavor to our otherwise con 
This, will be 
way of color, rather 
Uncle Sam 


ventional symbols. however, 
done (if we do it) by 
than units as an 
Santa Claus, and the like. 

“Our toy department 
conventional but new, and will be designed 


using such 


will definitely be 
to appeal to children in the toy-age bracket. 


“From all available information it ap- 
pears that most stores are planning to repeat 
last : 
possible. 


viously make this difficult, 1f not impossible. 


display program in so tar as 


Manpower and materials will ob- 


year's 


The labor shortage will affect some stores 
more than others, and the situation three 
months from now may be far more serious 





Nevertheless, we are plan- 
with tull 


than it is today 
ning and hoping tor the best, 
knowledge that shitts will be made as neces- 
sity may require.” 

WASHINGTON. “While it is against the 
policy of this store to reveal the type display 
we intend to use this 
install 
scope as previous years. It 
on in this manner to support public 


Christmas, it 1s our 


intention to displays of the same 
was decided to 
carry 
morale. This was deemed advisable, in view 
ot the thousands ot 
this area. We 


labor shortages by 


many war workers in 
are attempting to overcome 
purchasing more mate- 
rials already tabricated, and items 
that are relatively easy to install.” 


NORTH CAROLINA. “IL think 


will go in for Christmas in 


using 


that the 
stores about 
the usual way We are going to use the 


theme of an ‘old-time Christmas, 
out the 
the past, 
brations, and that 

“IT don't think a 


be used to any great extent, for it 1s rathet 


carrying 


idea of Christmas in America in 


cele 


with old-time Christmas trees, 


sort of thing 


patriotic Christmas will 


hard—to my mind—to tie-in red, white and 


blue with the real old-tashioned Christmas 
spirit which we will need more than ever 
this vear. However, we don't want to tor- 


get that we have a war to win—but person 


ally | think going red, white and blue ts, 


in a way, over-doing it.” 


IDAHO. “We are going to stick to the 
old-fashioned ideas as much as_ possible 
holly wreath, poinsettias, Christmas trees 


We are, however, going to drive home the 
necessity of stamp and bond buying to the 
limit. It is our intention to matntain a 


booth in the store, as near the main entrance 
as possible, calling attention to the fact that 
inasmuch as there are so tew things you can 
send the kovs in the service, a bond in his 
name would make a wondertul giit Keach 
of our windows will carry a unit suggesting 
bonds for the bovs in service 
“Tl think Christmas this year should build 
up morale for the stay-at-homes, take thet 
minds off the war as much 
get home the fact that 


halt-dollar, and 


as possible, vet 
every spare dime 
dollar be 
Victory tor out 
| 


quarter, spent to 
assure ultimate and speedy 
Our windows will not 


boys « expensive 


extravagant affairs, as we believe money can 
be put to much better advantage in doing out 
bit toward the 


bombs. and bullets but they 


tanks, 
will reflect the 
in making the 


purchase ot guts 

Yule-tide spirit so necessary 

public keep its chin up.” 
WEST VIRGINIA 


Christmas is going back to the old-tashioned 


“Our theme this 


idea, as we think the average 
customer has had 
year without 
Qur Christmas budget 
slightly 
only hope rol 
‘coming Novembet 


[Continued on page 45] 


ellt-giving 


enough patriotic themes 


during the being reminded ot 


it at Christmas time. 
for the 
than it was in 


1942 is in 


season 1S higher 


1941 


back’ in 


coming 
Our 
and 





Los Angeles went “Back-To-School” dur- 
22-29. The window displays 
local morale in that 
illustrated 
\merica’s youth. The 


ing August 
were a stimulus to the 
they translated and inspiring 
dedicated to 
window cards were full of school-wise laws 
modern interpretations. They 
written and particularized the win- 


Two examples ot expressive 


themes 


with were 


cleverly 
dow subjects. 


cards were: (1) “America is as strong as 


its vouth, tor ‘boys will be boys,’ but to- 


“Physically 
mentally 
they must be superior, morally they must be 
With such inspiring themes 
it was not surprising to see such a 
back-to-school 
window displays in the downtown stores. 


morrow they will be men.” (2) 
the youth of today must be strong, 


unsurpassed.” 
as these 


prevalence of crackerjack 


The junior fashions as featured in the dis- 
plays were generally designed to indoctrin- 


ate into the student shoppers the morale 


value of keeping up a good, confident ap- 


pearance In some windows were sincere 


appeals to the parents, telling them that in 
these times of stress it is essential that their 


enter school with advan- 


latest clothes and equipment. The 


voungsters every 
tage oft 
splendid results as recorded by the stores 
during this back-to-school week showed with 
facts and figures just how well these appeals 
were received. 


One of the big drawing cards for the 
students and students-to-be who vis 
that 


a colorful street parade. It was 


young 


ited downtown Los Angeles during 
period was 
amusing to see giant mummers, some 15 feet 
tall, strolling 
\s the 


tention 
classics in the windows 


grotesquely down Broadway. 


excitement of the parade passed, at- 


was drawn by the junior fashion 


To speak in tune 


with the time of year, these displays all 
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Los Angeles Goes Back-To-School 


By HERB CROSS 
"Dick'’ Whittington, Los Angeles 


rightly deserved A’s and received as much 
attention as the recess bell at the end of a 
classroom. session. 
distinguish 
junior and grammar school groups of 
ions. The practice of employing oversized 
books and pencils as school window back- 
over. Photo- 
prevalent, especially at 
the Desmond's stores. Desmond's went head 
over heels for murals and had one in the 
majority of their window displays and in all 
Several of Desmond's mur- 
als reached the length of 30 feet. 
Prominent scholars from the principal local 


from 
fash- 


designed to high school 


grounds was again carried 


murals were also 


store interiors. 
heroic 


Separate windows were 
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universities were used as models for tl 
back-to-school photographs. 

August 20 saw a dimout proclamation ap 
plied to the entire Pacific coast area, extend 
ing inland over 100 miles in some localities 
but fortunately this regulation placed bi 
few restrictions on the window displayme: 
of Los Angeles and Hollywood. The proc 
lamation as issued by the Western Defens 
Command stated that outside illuminatio 
such as theatre marquees and billboards an 
all electric signs must be completely dar} 
from sunset to sunrise, but show windows 
which use lighting of normal intensity, and 
which are not visible from the sea, need not 





back to School 


be darkened in any way. 

Four huge textbooks, some 8 feet high, 
provided the school atmosphere for a win 
dow at Silverwood’s. Display Manager Glen 
Baugh used three mannequins carefully at 
tired in College pennants and 
a classroom chair added to the 
feel of the setting, as pictured here. 

“First to The May Company, then Back 
to School” was the title of an interesting 
that ] 
manager, 


sportswear. 
scholar] 


series of windows from store by The 
May Company's display Carl W 
Ahlroth. Pictured here is one from the series 
which featured a colorful school book back 
ground. One page of the window-high book 
was illustrated with several clever examples 


—At the upper left, Glen Baugh's mammoth 
text-books for a display at Silverwood's. .. . 
Directly above, a display by Carl W. Ahlroth, 
The May Company. . .. Left, apparel for the 
kindergarten ‘'‘careerist;'' the display is by 
Harvey Pettit, J. W. Robinson Company... - 
(Photographs by courtesy of "Dick'' Whitting- 
ton, Los Angeles)— 
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—The playground scene, used by Bullock's, is 

completely authentic. . . . Center, also by 

Harvey Pettit, Robinson's. . . . Below, one of 

the novel settings used for back-to-school week 
by Desmond's— 


of classroom antics. One of the water color 
pranksters in the painting was tacking a 
sign on the teacher's back. Other students 
were whispering or pulling one another's 
hair. Three mannequins in “assembly togs” 
were used in the window foreground, along 
with typical school accessories. 

The next school window was dedicated to 
the kindergarten and nursery school groups. 
The display is by Harvey Pettit, at J. W. 
Robinson Company. Entitled the “A-B-C’'s 
of School,” the setting presented six tiny 
tots, attired in sturdy play clothes, reading 
or otherwise amusing themselves with toys. 
The school mood was apparent with large 
slates on the background and window floor. 





Drawn on the colorful slates were animals, 
toys, and children. This window is illus- 
trated. 

The first window illustrated on page 7 
is a corner showing at Bullock's, where it 
Was one of the prominent downtown window 
attractions during the school week. The 
window card read, “We're on our way to 
school again.” Fourteen junior mannequins 
were used in the presentation, which told 
the story of activities on a typical school 
playground. A wire fence enclosure of regu- 
lation height protected the mannequins that 
were “playing” on swings and other mechan- 
ical apparatus. Benches, lunch boxes, and 
notebooks were carefully placed as atmos- 
Phere. The background was a water color 
painting of a school. 

\nother window from Robinson's, as pic- 
tured here, was entitled “We Go to High 
School.” The background of the window 
Was a huge, open notebook with a water 
color painting on one page. The painting 
llustrated a lazy school athlete reading a 
book beneath a tree while his girl friend 
Stood stamping her foot beside him. Three 
Mannequins were used in the window fore- 
ground. One was perched atop a beautifully 
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modeled plaster urn. Fall leaves and mis 
cellaneous school accessories completed the 
scene. 

The final presentation is one of Desmond's 
aforementioned back-to-school = series — in 
which photo-murals were the teatured item. 
This window was a corner display at the 


Wilshire boulevard © store The general 
theme of the window is: “Go back to school 
in the happiest clothes of your lite.” In it 
were eight mannequins attired in- sports 
clothes. They were portrayed as it loafing 
hetween classes on a campus lawn \ hot 
dog stand in the window center had the 
Latin inscription “Magna Cum Laude,” 
meaning “With great praise.” lettered on 
the side. The background was made in two 


sections. One was a huge photo-mural ot 
a lineup of students. Over the mural were 
the cut-out words: “The Happiest Clothes 
of vour Life.” The other background see 
tion was a massive window-high university 
doorway. Desmond's obtained a “college 
advisory board” betore planning their back 
to-school promotions. This board was made 
up of prominent students from local schools 
Several of these students were described in 
this window. A card before each mannequin 
states: “This is John Jones from U. S. C.,” 


or otherwise identified the “student.” 

































Novelty Features New Y 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 





The “Children’s Hour” could well identify 
this month, for back-to-school and college 
clothes have been getting priorities in dis- 
play—with color as a promotional feature 
in ready-to-wear and accessories running a 
close second—thus contributing a bit of light 
in a rather dark world 

\t Lord & Taylor's, Display 
Dana O’Clare did an outstanding and most 


Director 


engaging set of windows on children’s 
schoo! clothes. The displays so delightfully 
presented captivated not only the younger 
set but the older generations as well. The 
art work was the “real thing; it was re- 
produced by staff artists from actual draw- 
ings of a 6-year-old child especially com- 
missioned for the job; thus the typical, 
childish drawings which decorated the back- 
ground panel convey the whimsy peculiar 
to that time of life. 

In all of the windows—one of which ap- 
pears on this page—all the children “loved 
Crayon colors.” However, individual taste 
was allowed for, and where one loved blue 
best of all, another loved red, or green or 
brown or purple. This message, inscribed 
in the chosen crayon color was on a large 
panel depicting a ruled page torn trom a 
notebook and held by a giant, blue crayon 
pencil and large blue tacks. Two Gulliver- 
size crayon pencils held a clothes line and 
irom this hung “small try” mannequins 
made completely—legs, hair, arms, faces 
ot white tissue paper, these ingenious little 
figures wearing, in this particular window, 
the chosen blue frocks. The floor was 
painted dead white and bright lights over- 
head heightened the effect. In an adjoining 
window of the series—where the message on 
the large ruled sheet background panel read, 
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“IT Love Crayon Colors and I Love Brown 
best of all! You can see them all on the 
Young People’s Floor—the Sixth’—an ac- 
companying card in the foreground gave the 
doleful message, “All the children go back 
to school Sept. 14.” Here the delightful 
little tissue paper mannequins were assem- 
bled in the most dejected poses at their 
school desks, the desks painted the brown 
of the dresses worn by the potential scholars. 

At Macy's, Display Director Irving Eld- 
redge demonstrated in a trio of effective win- 
dows that the Young world is not entirely 
clothes conscious and oblivious of what is 





, I LOVE CRAYON COLORS 
ye) AND | LOVE BLUE BEST OF ALL 


You can see them all on the 
Young People’s Floor, the Sixth. 











ork Display 






going on. Presenting dresses in “Ameri 
Plaids,” children’s alphabeti 
blocks were used for display purposes 
well as to convey a patriotic message. 1 


Regional 


ABC's of patriotism were expressed in tl 
fashion: “All American Boys and Gi 
Can Help Uncle Sam,” with the A. B. and 

underscored. This sentiment was painted 

white on the red or blue front side of ea 
of the three large blocks. At the sar 
time the A. B. and C appeared in larg 


red or blue letters on the corresponding 


white side surtace of the respective blox 
Patriotic symbols, such as Uncle Sam wit 


two of his small citizens, and the Americat 


flag were painted on the blocks. The way 
in which juniors can do important things 
is demonstrated by the little mannequin 
posed on the “B” block, very busy selling 
memberships to the Red Cross. Other mat 
nequins are equally busy in war efforts, thi 
other windows of the group showing. th 
children intent) on war-time occupations 
such as saving scrap, buying bonds, making 
bandages. 

“Bright ways in which to invest for the 
long pull” made the fashion message in the 
Fifth avenue bank of Bonwit Teller) win 
dows, where dresses, suits and hats in hig! 
colors for early autumn wear were pre 
sented. A color chart which suggested t! 
image of a spectrum was used by Displa) 
Director Edward Ballinger as backgrou 
for the mannequins. Duvetyn oak leaves 
spraved in the five colors made the unit 


—Upper left, by Irving Eldredge, R. H. Macy 
& Co. ... Above, by Edward Ballinger, Bonwit 
Teller. . . . Left, by Dana O'Clare, Lord & 
Taylor. (All photographs by Virginia 
Roehl Studios, New York City) — 
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—Top, by George Wells, McCreery's. . . . 
Center, by Joseph Dultz, Bloomingdale's . . . 
Below, by John A. Rosenberg, Abraham & 


Straus— 


the segments taking the spectrum colors of 
yellow, green, royal blue, deep violet, and 
orange-red. In each scene the costumes of 
the mannequins repeated one or two of the 
same brilliant color tones of the background, 
as in the case of the display shown, where 
dress and suit were in purple. The back- 
walls were painted light green. 

\ large portion of McCreery’s recently re- 
modeled ready-to-wear floor went “all out” 
for the college girl of 1942. Under the 
direction of George Wells, designer and 
display director of the store, a number of 
spot displays were created for the College 
shop. The setting shown here was the cen- 
ter of lively attention. Rag doll manne- 
quins were posed in the most casual and 
even precarious positions, such as one who 
appears quite comfortable and _— secure 
though reclining on the top of the back- 
ground panel. Others are dexterous enough 
to hug their knees and keep their balance 
on top of a high stool, or perch on the 
corner of a drawing board—though some of 
their companions are content with standing 
upright or to stretch languidly on the plat- 
form. The stuffed mannequins are made of 
pink and white, or gray and white, striped 
chintz or in solid pastel colors and use col- 
ored yarn for their hair. 

Colorful backgrounds made a perfect foil 
for luxurious furs in a series of windows at 
Bloomingdale’s. For this presentation, Dis- 
play Manager Joseph Dultz used background 
panels designed from honeycomb — tissue 
paper, each of the units being applied sep- 
arately to a net panel and producing a most 
effective job. In the display pictured in the 
accompanying illustration, pink was_ the 
chosen color. An elegant French poodle 
posed in the foreground gazes with admira- 
tion on the silver fox wraps worn by the 
two mannequins. The two figures look with 
equal admiration on the poodle, which is 
created of the pink honeycomb balls com- 
bined with pink wooden rods. Jet black 
balls form his eyes and nose and he is fur- 
ther embellished by a long curly mane of 
pink paper and by a big black satin ribbon 
bow. 

Two hundred feet of color—that is, the 
entire stretch of seven windows on Fulton 
street at Abraham & Straus—was given over 
to millinery. The displays were so handled 
by Display Director John A. Rosenberg that 
each hat was given individual importance 
with each window playing up one color. 
“It's High Time for High-Spirited Hats” 
was the headline in each window—this writ 
ten gold letters on a white = scroll. \ 
stylized epergne centered the display fin- 
ished in) porcelain and painted-in green 
leaves—which in this instance stemmed. to 
clusters of pink plaster roses rimming each 
section. From the centers of the epergne 
sprang graceful wire displavers painted in 
white, each wire unit showing a hat. The 
center display was bordered by shadow-box 
Panels in which the dramatic new styles 
were shown. The floors were painted in 


the teatured color and backwalls, fronts ot 


Shadow-boxes, and their interiors in = con- 
trasting colors or ones of the same family. 
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PROMOTIONS 
by Louis Gehring 





Display Designer and Consultant 
New York City 


November elections usually turn our thoughts 
to politics, but in the first sketch the smartest 
and most sophisticated number of the sea- 
son has been elected and takes the spot- 
light. On a red and white striped table are 
placed a gavel, water pitcher, and tumbler, 
all of which are surrounded by blue stars. 
The cameraman in action can be either in - 
relief or painted in dry brush on the back- 


| ground. 
| 


ti ns 














The present revival of vaudeville brings to 
our minds the word ‘'Footlights’ — and 
what better idea could be presented for 
the display of this season's smartest shoe 
models? The old vaudeville stage setting 
should be carried out in three dimensions, 
using footlights to spotlight the troopers, 
thus castinc interesting shadows on the 
Da karound. 

















What girl does not thrill at a footba 
game? And what girl does not thrill at 
wearing the smart wardrobe so popular 
at such an occasion? The football heroes 
and goal post can be sketched on the 
background. Pennants bearing the 
names of local schools are displayed 
with the wardrobe. 
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Handle With Care''—a war-time slogan 
that all patriotic Americans should observe 
and apply to the everyday needs of life. 
Copy might read: ''These fine wool coats 
like rare old wines, deserve the best of 
care.’ The sketch depicts a wine packing 
case bearing the ‘Handle With Care 

label, a wine bottle stripped of its original 
label, and its straw casing. 














Thanksgiving day is Thursday, No 

26. This display reminds us to give th 

for all that America stands for; 
preserve these precious liberties by 

ing wholeheartedly in the purchase « 

War Bonds and Stamps. Costumed r 

qauins would make an effective and 
esting display but cutouts or three 

ional paper sculpture figures can be ver 
effective. A festoon of harvest fruits ard 


vegetables indicates the bountituine 


America to those who appreciate her 

















The Bout of the Shirts''—amusing, but 

effective in purpose. Caption for copy: 
‘It's a knockout compared to any other 
shirt," followed by an enumeration of 
the good features of this particular 
brand. The display is carried out in 
miniature, using regular size shirts as 
prize-fighters with gloves and leg cut- 
outs attached. 






































Every displayman in America today is 
racking his brain tor new materials or new 
ways of using the old materials in order to 
save for national defense. 

We of the smaller stores group have been 
confronted with this proklem trom the be- 
ginning of time. To create distinctive, 
modern displays on a small budget is to per- 
form near-miracles at times—particularly 
when the top displays we install have to be 
kept under $5 per window. 

Last week's displays very often have to 
be rebuilt for this week's trim. To do this, 
we have to look into every possible means 
of supply where the cost is small, with the 
result that the displayman works out his 
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Display On A “Two-Bit” Budget 


By JOHN MOCK 


Joseph Ney & Sons Co., Harrisonburg, Va. 


ideas around the props he can build or find 
to use. More often than not our search 
necessitates a trip to junk yards, river 
banks, or to some farm friend from whom 
we can borrow a prop. In rural communi- 
ties, such as ours, we have no pawn shops, 
second hand stores, or museums from which 
we can obtain such articles. The props we 
do build are made out of the most inexpen- 
sive materials and have to be so planned 
as to use them over in another way, or so 
constructed that the salvage can be utilized 
for future displays. 

We, of course, feel lucky to have a “Cut- 
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awl” which we have had now tor eig 
months. Before this machine became part 
our display equipment, we worked all o 
wall board with a makeshift “Cutawl” ma 
out of an old sewing machine. This imp: 
vised machine, if it could talk, could c« 
tainly tell of some harsh words which ha 
been thrown at it in the past. Our air brus 
equipment consists of a “two-bit” “Flit” gu 
and poster colors thinned with water to su 
a consistency that they will rub off unless 
handled with kid gloves. Despite our lack 
of elaborate equipment, we still think we 
have done a fairly decent job with the ma 


terials at hand. 

Among the problems we were confronted 
with was the building of a small horse 
which we used in a hosiery display. A few 
old pleces of wood covered with burlap, 
plus a little effort, did the trick and cer- 
tainly paid for the time involved; this dts- 
play featuring the homemade horse as_ the 
central idea in the hosiery window brought 
us a first prize of $50 along with many 
hosiery sales. 

Last Christmas we wanted to use a tull 
size crepe paper deer. This was a “natural” 
for the central theme of a Christmas dls- 
play, but we just could not afford to buy 
a deer that at one lick would take about two 
months of our display budget. So, utilizing 
the cast-offs of a local furniture store, we 

[Continued on page 4o] 


—This Charles of the Ritz display seen above 
featured giant facsimile packages; total cost 
of the display $3.40. . . . The leaves for the 
footwear window were cut from wall board and 
sprayed in autumn colors... . The accompany- 
ing article gives many instances in which Mock 
has been able to build needed props at an 
absolute minimum of cost— 
























Py 
ac 
fir 
pr 
th. 
di: 
te 
in; 
tic 

We 
ha 
th 
m 
an 


lat 
Wi 
fin 
pai 
pri 


or 








SEPTEMBER, 1942 





Realizing the importance of government 
restrictions on ready-to-wear, Thalhimers 
felt that it was important to inform our 
customers on such restrictions, in order to 
clear up in their minds the meaning ot 
“1. -85." For this reason we devoted a large 
battery of windows and an advertisement to 
L-85 fashions during the month of July. 
Though it has always been against our 
policy to present fall fashions as early as 
this date, we felt that with the importance 
of these fashions and the magnificent job 
that American designers have done with 
such limitations, an early presentation was 
essential. 

For a general theme we used the copy: 
“L-85, the Government’ Restriction on 
Ready-to-Wear is Patriotic, Pretty, and 
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Thalhimers Presents L-85 


By W. T. MUNFORD, Thalhimers, Richmond 


painted on the background to make them 
look as though they were actual prints 
stuck against the wall. 

Our mannequins were styled especially 
for L-85, and one was used in each window. 
Not only were all the mannequins’ waistlines 
very small, but all coiffures were styled 
for the new hat silhouette. To the right 
of each mannequin was placed a French 
Provencal chair with colors blending with 
the background; casually draped on the 
chair was a piece of fur, a hand-bag and 
gloves. In order to emphasize the windows, 
we used our profile window curtains which 
were caught back to allow just enough open- 
ing to permit the spectators to see the man- 
nequin and the chair. 

The customer reaction was splendid, and 





Priority Free.” This theme was used in 
advertising, windows, and interior. Our 
first problem was the manner in which to 
present this promotion, as off-hand it seemed 
that we would almost be compelled to use 
diagrams showing the manner in which ma- 
terials were limited in the cutting and mak- 
ing of a garment. After careful considera- 
tion, we felt that the garments themselves 
were so beautiful and so much imagination 
had been shown by American designers that 
the “Pretty” angle should be played up 
more than diagrams which would be dull 
and uninteresting. 

The floors in our windows were of simu- 
lated random slate. In the center of each 
window was a_ floor-to-ceiling ‘“S"’-curve 
Painted on the 
Panels were sketches of American flower 


finished in antique pine. 


prints. These were painted as though some 
ot them had torn edges, and shadows were 


—Said to be the first display of L-85 fashions 
in Virginia, a complete battery of windows was 
devoted to this subject by W. T. Munford, 
Thalhimers, Richmond— 





































it seemed that everyone was amazed at the 


apparent luxuriousness of all ready-to-weat 
even though government regulations had 
limited them 

The same backgrounds that we used in the 
windows were used on the ready-to-wear 
floors. 

In carrying out the theme “Pretty, Patri 
otic and Priority Free,” our wooden back 
ground, flooring, and painting—which was 
done in casein—were all non-priority ma 
terials. 

The success of this promotion has caused 
us to plan our fall opening in a= similar 
manner. We will use natural foliage and 
wood props, which enable us to show that 
though our displays are elaborate, we are 
making a great effort to use everything that 
is priority free. 
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oings-On In Chicago 


Chicago is not torgetting there is a war. 
\lmost every street corner—every building 
lobby—every local radio program is keeping 
Old Glory flying, and bond saleswomen and 
nickel-takers for canteen hot-dogs are much 
in evidence. But on the other hand, Chicago 
is remembering that life here at home must 
») on pretty much in its normal pattern. 


o;¢ 


here are houses to keep, garments to be 
made, hungry mouths to be fed, children 
to be hurried off to school. And this month's 
display windows are reflective of this “carry 
on” spirit. 

\s a stimulus to feminine morale, Carson 
Pirie Scott & Co. is showing hats “High, 
Wide and Handsome” in a simple but clever 
display by J. W. Campbell and shown in 
the accompanying illustration. Bursting 
through a sheet of straw-colored  back- 
ground paper, effectively framed with pan- 
els covered by a nubby material, are three 
pretty heads exotically hatted and bidding 
for the attention of passersby. The legend 
is carried out with hand lettering on 
swatches of torn paper, pasted to the back- 
ground. On the lower left corner, an at- 
tached poster reads: “Hats are High, Wide 
and Handsome. Three Trends among top 
designers High—a lift to war-conscious 
spirits . Wide—a foil for the slim, slim 
Handsome—a treat to men in 
service.” That's the story of the three little 
hats, except for a_ tissue-lined band-box 


silhouette 


holding copies and tear-sheets from “Har- 
per’s Bazaar.” 

Display Director J. R. Cooper, of Mandel 
Brothers, turned in a nice tollow-through on 
picture-frame handbags, those clever new 
carry-alls with decorative figures of march- 
ing men or birds or monograms set in wide 


By KENDALL HULL 
Fred Kuehn & Co., Chicago 


shadow-box front panels. Appropriately, 
Cooper used a large wooden frame, hung 
high and horizontally, as the central motif. 
A button- studded backing within the frame 
served as an artistic complement for the 
mannequin perched on the lower ledge, her 
feet. criss-crossed over the center one of 
three planks slanting downward to the floor. 
Each plank served as a standard for the dis- 
play of the merchandise. Additional bags 
were spotted on the floor, right and left, 
and a poster at the center called attention 
to the merits of the “Picture Frame Hand- 
bag.” Lights and shadows playing upon 
the set, shown here, added charm. 


ARACEAE AH 


Pa 


Like a page from a fairy book or a set- 
ting from one of the good old Ziegfield ex- 
travaganzas was the woodland garden scene 
designed by Henry Strasser for Marshall 
Field & Co., Evanston, during the store's 
August fur sale. Two fur coated manne- 
quins were shown against a softly shadowed 
background with frosted branches overhead 
dangling festoons of cobweb-sheer angel's 
hair. At left was an elaborate Grecian urn 
upon a pedestal, wearing a skirt of white 
foam with a wide-spread train reaching out 
to cover the floor. In the foreground a 
tangle of boughs, half hidden by a drift ot 
sparkling angel’s hair, pressed against. the 
front glass, and the whole, brilliantly spot- 
lighted, was framed by a fanciful proscen- 
ium cut-out panel. The window is pictured 

The Army War Show which opened in 
Chicago on September 2 for a ten-day run 
at Soldier Field gave impetus to a number 
of patriotic displays, among them an interiot 
exhibit at  Wieboldt’s Southtown © store 
Utilizing the space above the elevators 
the main floor, Howard Oehler, chief of 
all Wieboldt display, hung a star-spangled 
color poster horizontally along the wall, 
flanked it by two smaller posters mounted 
obliquely. Overhead baby spots called at- 
tention to the scene, shown here. 

“New Costume Suits” designed in_ the 
“elegant manner” were shown against an 
equally elegant background by Sam Blum 
director of display at The Fair. One model 
looking down her patrician nose from unde! 
her cocque-feathered hat to a point some- 


—Immediately above is a display by Henry 

Strasser, Marshall Field & Co., Evanston. . . 

Center, by J. W. Campbell, Carson Pirie Scott 

& Co. . .. Left, by J. R. Cooper, Mande! 

Brothers. . . . (All photographs by Fred Kuehn 
& Co., Chicago) — 
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—Top, space above the elevators in the South- 

side store of Wieboldt's is used to dramatize 

the War Show; Howard Oehler has charge 

of all Wieboldt display. . . . Center, by Sam 

Blum, The Fair. . . . Below, by Les Barofsky, 
Morris B. Sachs— 


what beyond her luxurious fur collar, stood 
beside a tall pillar. The second, seated on 
an upholstered, fringe-skirted circular chair, 
leaned forward beyond a large table bouquet 
of mulberry foliage, which tossed a pattern 
of shadow onto the chaste white back-wall 
panels, to look at the third suited lady-ot- 
the-aiternoon standing at right. Simplicity 
formed the keynote of the window, illus- 
trated on this page. 

\ powerful message was advanced by Les 
Barofsky in a men’s clothing display at 
Morris B. Sachs, one of a series of Victory 
windows, pictured here. At center, before 
the painted shadow of a Russian soldier 
striding along amid tongues of flame and 
other horrors of the battlefield, was an 
American service man in paper sculpture. 
The American, striding in step with the 
Russian, walked on a platform bearing the 
inscription in Old English lettering, “Right 
Shall Triumph.” Wooden slab posters, six 
in number and mounted on either side of the 
center panel, carried reminders to Mr. and 
Mrs. Public: “*Anything You Can Do Along 
These Lines To Conserve Tires And Gaso- 
line Is Of Value At This Time’—Leon Hen- 
derson.” “Because Gasoline Is Ammunition 
It Must Be Used Sparingly And Wisely.” 
“The Use Ot Essential Shipping And Wrap- 
ping Materials—So That Only What Is Re- 
quired Is Used And None Wasted.” “‘It is 
Encouraging To Know That The Merchants 
Are Joining So Wholeheartedly In Our Ef- 
fort To Conserve Vital Materials’—Donald 
M. Nelson.” “No Tire Replacements For 
Delivery Cars—All Rubber Is Needed For 
War Purposes.” “These Savings Will In- 
evitably Find Their Reflection In Our Cost 
Of Doing Business And In The Price Of 
The Goods You Buy.” The display, topped 
by a red, white, and blue streamer was 
titled “Carry Your Share.” 

“Sew! ... You're Going Back To School,” 
Says a streamer swung across the top ot 
an unusual window background set in Sears, 
Roebuck’s State street store, made up ot 
reproductions of upright text books. On the 
book jackets are duplicate slogans for the 
seamstress regarding materials, “Mix ‘em 
and Match ‘em, and tumbling over the tops 
of the books are plain and plaid woolens 
forming a gala color scheme. Two smartly 
outfitted schoolgirl mannequins are mounted 
upon a second pair otf books, overturned, 
and for atmosphere there are slates, brief 
Cases, gigantic pencils and pretty pattern 
posters. The window, designed by J. J. 
Courtney, is not shown. 


Christmas Line Featured 
In Six-Color Brochure 

The complete new line of Christmas dis- 
Play materials compiled by Bulkley, Dunton 
& Co., 295 Madison avenue, New York City, 
Is shown in a six-color display folio just re- 


leased. The designs featured were created 
<obert Reinhardt von Liski, well-known 
ay artist. Copies of the brochure can 
btained from the address given above. 
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TO THE DISPLAYMEN OF AMERICA 4 


In an effort to cooperate with the Office of Defense Transportation the 
leading Display Distributor in eoch of the cities indicated on the map below 
has arranged with us to keep on hand a COMPLETE stock of FACIL-FAB*. 





Tee NEW York “SI 
/PHILADELPHIA 





SAN FRANCISCO 


Los ANGELES 
‘X\ 





*"FACIL-FAB" is the trade-name for the most 
unique, beautiful and practical decorative : . 
display material. “FACIL-FAB” is made of the , 
finest and most lustrous satin yarn laminated \ a 


to a beautiful 10-point pliable tag board. 


Through this system of distribution we now are able to service all jobbers and users of | 
ni 


“Facil-Fab" anywhere in the United States within 24 hours. 
OUR 1942 CHRISTMAS LINE is now complete and you may obtain from us or our author- 


ized jobbers any of the following: 
CATALOGUES .. FOLDERS . . PHOTOGRAPHS . . SAMPLE SWATCH BOOK . . SAMPLE SWATCH CARDS 


with the best wishes for a prosperous Holiday Season, we remain, 


Yours for Victory, 


FACIL FABRIC CORPORATION 
302 FIFTH AVENUE 
NEW YORK CITY, N. Y. 
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The NEWEST “FACIL-FAB” PATRIOTIC Items 


. a eee el 77 














“OLD GLORY” Ensemble No. 4 the words “Buy WAR BONDS and STAMPS” gold tinseled 


thereon. Size: 6 inches by 9 teet 
“OLD GLORY"—The newest -autil Tice ‘lag ny a 
1LORY The newest and most beautiful American Flag | Complete 


made from lustrous “FACIL-FAB” satin yarn mounted on a pliable 38 in. x 65 in. American Flag $6.75 Uni 
white tag backing; Red and White Stripes and a Field of Royal nit 





: ? ; : pony “ js . C P » & s 75 . “= 
Blue with white tinseled Stars. This Flag can be easily stapled to 6 in. x 9 ft. War Bonds Streamer 1.75 SPECIAL 
a background in any manner desired. Size: 38 inches by 65 inches. — PRICE 
“WAR BONDS” Streamer—A beautiful banner made from lustrous Total $8.50 | 2 
“FACIL-FAB” 6 in. Tricolor (Red, White and Blue stripes) with ) $7.95 


FACIL FABRIC CORPORATION 


302 FIFTH AVENUE — NEW YORK, N. Y. 


MOO TA 





¢ The COMPLETE Line of ““FACIL-FAB” newest 
CHRISTMAS 1942 and PATRIOTIC Items in STOCK 
\ 


Tricolor Ribbon Holiday Panels Christmas Bows 


(3”, 6", 12” and 38” wide) Patriotic Panels Holly Leaves 
Solid Colors Patriotic Shields Holly Drops 

(2”, 4°, 6” and 38” wide) War Bond Streamers Poinsettia on Bar 
Striped Combinations “Facil-Fab” Flag Christmas Bell Unit 


(38” wide only) Patriotic Bow Bow and Candle Units 


GARRISON-WAGNER COMPANY 


Distributors 


1629 LOCUST STREET — ST. LOUIS, MO. 
Chicago Showroom — 326 West Adams, Chicago, Ill. 
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A Vote For Related Item Windows 


Phe recent controversy in this magazine 


on the relative merits and purposes of 


single product windows vs. mass windows 


forth some 
both 


for national advertisers brought 


interesting arguments in behalf of 
types 

It is not my purpose to inject myself into 
debate, but 


advertiser, 


this rather to show how one 


prominent in the drug 
recently 


national 


field, has taken advantage of the 


increased use of the step or mass-merchan 


dise type of window by retail druggists. 

R. J. 
the Bristol-Myers Company, was quoted by 
N. T. Sedley in his article, “The Trend Is 
to Mass National Adver- 


tiser,” as general observa- 


Ingram, assistant sales manager of 


Display for the 
follows: “From 
Mass 


type which 
will ac- 


tion, display is the only 


so-called ‘progressive’ drug stores 
cept because the rent of such stores is based 
as a result, windows must fea- 
items to appeal to the 


people and thereby 


on location; 
ture a 

different 
attract 


Variety ol 
preterences ol 
store traffic.” 

Practising what he preaches, Ingram ca- 
ters to this desire of dealers to feature more 
than one item in their windows by providing 
them with extremely altruistic displays built 
Bristol-Myers’ ta 
mous advertised products. 
though Ipana toothpaste, Sal Hepatica, Mum 
and Vitalis are all 
fast-selling headliners that pull trafhe into 


around one or more ol 


nationally Keven 
leaders in their fields 
the store—no aggressive druggist can be ex 
pected to devote a valuable window to one 
of these products alone without payment for 
Space 


Since feels that the demand 


this company 


.. for 
+. healthy-looking 
handsome 
hair 


‘ 
BRISTOL Me! 


By ROBERT G. HAZELTON, Vice-President, 


Carl Percy, Inc., New York City 


and quick turnover created by heavy news- 
magazine and radio advertising re- 
the retailer for featuring their prod- 
ucts, no payments for space ever are made. 
Instead, the sound 
merchandising idea and is provided with all 
the material install complete 
window and_ interior which will 
help him promote many 
closely related to the particular 
featured. 


paper, 
pays 
druggist is given a 
necessary to 
displays 
profitable items 
products 


A dramatic centerpiece—two or more a 
truistic side cards —interior tie-up card 
theme window streamer—and 
squares or diamonds for the window glas 
all are included in the well-planned me: 
chandising kits which Bristol-Myers suppli 
regularly to its retail outlets. 

Every kit is based upon a timely sak 
plan which fits the product displayed—su 
as the “Dental Health and Beauty Needs 
display for Ipana toothpaste, shown in th: 


several pap 


accompanying photograph. It should be 
noted that this type of display has 
been changed to the “step” type 
Bristol-Myers has found more in 
by merchants, as explained 
this article. 

Vitalis and Ingram’s shaving cream, two 
consumer-accepted quality products, are used 
as sales magnets for the highly 
“Men's Needs” display shown in the othe 
photograph. 
inside the store, on an island table or coun 
ter, but in many instances it is used both in 


since 
which 
demand 
elsewhere 1 


unselfish 


This piece is designed for ust 


the window and the interior. 
Other related item 
a seasonal theme or grouping of necessities, 
which druggists now expect annually 
Bristol-Myers are “Cold Needs” featuring 
Sal Hepatica and Minit-Rub, “Vacation Spe- 
[Continued on page 30] 


windows, based upon 


trom 


—Although the “Ipana'’ display pictured here 
also shows competitive products, Bristol-Myers 
has found it good policy to go a step further 
in catering to the display trend their firm has 
found among druggists. Consequently, current 
displays are of the "step" type, with a much 
greater variety of related items—competitive 
as well as B-M products—being shown— 
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N - 319 
Poinsettia Plaque for your gift windows or 
A most novel Christmas decorative unit interior displays. Poinsettias attractively 
of Darling Dartex Composition, Set con- painted in natural green and red. Letters 
N - 303 sists of one large deer 18” high and one white. Plaque 24” by 24”. 
small deer 8” high. Beautifully finished 
in white and fawn with red bell on 
neck. 


Large composition candle unit, 36” 
high, furnished right or left with 
red or green candle in yellow bowl, 


14” rd. shelf and beautiful yellow 
per set $9.95 


and orange flame, 


each $5.95 


Your 
CHRISTMAS 


Displays for 1942 


This year — more than ever — your 
Christmas display budget must be 
spent wisely and profitably. These 
newly sculptured Darling units will 
inspire true Christmas Spirit in your 
N- 312 merchandise displays effectively and 


N - 318 


Triple candle display unit with holly economically. Many other Darling a 
° * . oe Pe ” 4" hens 
base. Two 10” rd. white display Gift Suggestion Plaque, 24” x 24” finished 


shelves. Holly finished red and green Christmas displays, not illustrated, white with Christmas red background. 
and candles white with yellow are available. Write for complete in- 

flames. Unit 24” high and 12” wide. 4 4 ‘ , each $6.95 

formation and special Christmas dis- 


each $5.95 play circular. 
SEE SAMPLES AT YOUR 
mintature santa tace, 7 NEAREST DARLING DISTRIBUTOR 


high. Create a Christmas 
and patriotic spirit com- 
bined by using this minia- 
ture face with army helmet. 
Molded of Dartex Composi- 
tion and finished in natural 
Santa colors with brown 
helmet. 


each 85 


SUSTAINING MEMBER 


BRONSON MICHIGAN 


VICTORY DISPLAY COMMITTEES 


DISPLAY—THE FRONT LINE OF MERCHANDISING 
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Dramatizing Cosmetics 


Saul 
m ad ' po BY ‘ 
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—Dramatizing cosmetics can take many forms, as evidenced by these Another Dayton store—Elder & Johnston—is represented by the next dis- 
displays. . . . Left column, a complete promotion of Primrose House play, created by Everett Quintrell. . . . Finally, the window of Richard 
Forget-Me-Not' cosmetics at Bullock's, Los Angeles. . . . Top, "Old A. Staines, Vandever Dry Goods Company, Tulsa, starring a luscious 
Spice" is featured by J. E. Vent, Rike-Kumler, Dayton, Ohio. .. . Indian maiden in person— 


“Se e t . Dee. 
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Marquardt & Co., ine. 


75 Spring Steet Display Paper Division New York. N. Y. 





WHEN 1 N N EW YOR K ee ee O UR SHOWROOM 


e 
Ki 
r 
% 
ie 
Ki 
Xe 
b. 
& 
& 
Xe 
ih 
K 
ve 
i 
e 
Ke 
ie 
% 
4 
K 
e 
i 
% 
XK 
i 
if 
K 
K 
x 
K 
i 
i 


i WANS ASAD NS ANS A SSAA NS DAIS ASS SASS SSDS ANAS ASG ASS ASS ASSAD S ASS AS AS ASABE sens 


NSA PANS PANS GAS GANS ANS GANS GANS PAGANS ANS GAINS GA GANS ANAS ANS ASS ASS ASCANS 








I have always tried in my showcards to 
convey the message in two ways, so that the 
prospective buyer is given pause not only by 
what I have said as a catch-phrase but by 
some peculiarity of the card itself in the 
balance, and, in some 
pictorial effect. The day has 
when the card writer could 
the original. In other days, the card writer 
could get along with the name of the mer- 
chandise, a trite description of it, and the 
it is necessary that he bring 


matter of execution, 
cases, by 


passed avoid 


price. Today 
to the shopper's attention the kind of pleas- 
antness to the eye that the buyer would find 
if, perchance, he looked across the street to 
watch a man selling razor blades. A win- 
dow card is in direct competition with every- 
thing else on the street, and, as the silent 
that it is, the card must compel 
the prospect to and its 


salesman 
give the window 
merchandise some attention. 

As the card writer for 
copy is not always given to me as a finished 
thing. The manager, Hugh 
Mooney, writes down the kind of thought 


Erlanger’s, my 


department 
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Cards That Work Two Ways 


By GEORGE H. FREITAG 
Erlanger Dry Goods Company, Canton, Ohio 


or message he wishes to convey on the card, 
and the actual catch-line is usually left up 
to my own conceptions of card balance and 
mood. In this way I have an advantage 
over a good many card men, and am cor- 
respondingly grateful for the leeway thus 
afforded. 

In these cards I have purposely remained 
away from the “bang-bang” sale card. The 
shirt card is, of meant to sell the 
shirts and there is a involved. But 
you won't find a screaming price and you 
won't find the word “sale.” That word has 
been, for the most part, over-worked. During 
the bleak, dark days of the depression our 
card men were forced to destroy any beauty 
that their cards might have had in order 
to make way for a price as big as the card 
—so that to the discerning eve a window 


course, 
sale 


—Freitag believes in having his cards catch 

the interest of the passerby in two ways—by 

composition and layout, and the catch-phrase 

or word itself. “Bang-bang" type cards are 
avoided always— 
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card began to look like an over-grown pr 
ticket with copy wedged into every ni 
and cranny. A lot of blank 
important to a well-balanced card as 
lettering. As a matter of f 


space is 


fact, many c:; 
writers who do not know completely 
fundamentals of lettering are gifted with 
eye for balance and grouping of phrasin; 
and in a great many instances these ca 
are far more appealing than the cards draw 
by an artist having a fine knowledge 
lettering. 





Tableware Manufacturer 


Announces Contest 

A. H. Heisey & Co., Newark, Ohio, has 
announced a display contest beginning Sep- 
tember 21 and ending October 3 on “Lariat” 
pattern Cash prizes will be 
awarded in each of the four districts into 
which the country is divided for the con- 
test. First prize will be $15, 
and third $5. Complete details can be ob- 
tained from the company. 


glassware. 


second $10 
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“Serigraphy" Explained 
In Sternberg's Book | 

The use of the silk screen process in the | 
fine art field, or “serigraphy,” is explained | 
in excellent pictorial detail in the book | 
“Silk Screen Color Printing,” by Harry 
Sternberg, just released by McGraw-Hill | 
Book Company, 330 West 42nd street, New | 
York City. The author points out that al- | 
though screen process has been used as a 
color printing medium for nearly thirty 
years, it has been less than three years ago | 
that “fine” artists began to see the possi- | 
bilities in this medium and to experiment | 
with it in the production of color prints. 

The book explains each step in the art | 
by means of numerous clear photographs, | 
with a minimum of text. Those interested 
in silk screen, either in its more workaday | 
aspects or as an artistic medium, will find 
the book fascinating. It is priced at $2.50. | 
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Alexander Plewes Dies 
Following Operation 
Alexander J. Plewes, in charge of display 
for the Springfield division of the Ohio 
Edison Company, died suddenly on August | = 
12 at the City hospital, Springfield, follow- | 
ing an operation. Funeral services were | 
held at Springfield and at Zeeland, Mich., 
where burial took place. 
Plewes was 32 years old. He had been | 
in display work for the Ohio Edison Com- | 
pany at Akron and Springfield since 1934. | 
He was well known in display and was well 
liked by all who met him. He met many 
of his display friends for the last time at | 
the International Association of Display 
convention in St. Louis. 
He is survived by the widow, Mrs. Eileen | 
Plewes, who has now returned to her former | 
home in Kalamazoo, Mich. 
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Former Displayman 
Designs New Building me 

The new branch of the Julius Garfinkel a ; 
Company, Washington, D. C., was opened i U. Ss. VICTORY STATUE 
on August 17 at Spring Valley, Md. The \® 5 ‘ . , 
building was designed by Architect Hal America’s Fighting Symbol 
Williams, formerly of the display depart- _ F _— . 
ment of B. Altman & Co., New York City. | Exclusive with us, the patriotic display that has 
Featured in the interior ot the smart sub- , everything: striking design, dignity, permanence, 
urban store were especially designed boy d ° il 

and a message to stir the soul of America! 


and girl Brosnan mannequins, marking the 

first time Garfinkel s has ever permitted the TWO SIZES: 17” high, base 10”x 5”, ideal for counters $ 5.00 

use of mannequins as a part ot the interior ” “or high, base 23”x13”, great for windows 30.00 

setting. (Prices F. O. B. New York) 
2 TWO FINISHES: Ax‘iave vory 

“a Rejoins ' * Antique Gold 

ine Bluff Firm 

\iter spending ten vears in Miami with f MADE OF REINFORCED COMPOSITION 

The Hub and as a salesman of display mate- i oe 

rials, William S. Norman has_ rejoined 

Froug Stores, Inc., Pine Bluff, Ark., as dis- 

play and advertising manager. 


War Bond Is Won 
By Bert Smith 

Bert Smith, of the W. T. Grant Company, 
\lbany, N. Y., has been presented with a $25 
war bond by the local Chamber of Com- 


merce for the best window displays in a 
les sponsored by the Albany Victory 
Display Committee. 
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J.A.D. News... 


By ALBERT J. FRENC <== 





The International Association of Display 
charted and the wheels of organi- 
this 


high gear. 


COUTS¢ is 


zation for year are rapidly meshing 


into President Ray Parks has 
been storing up ideas and programs for the 
will task all members of 


Overshad- 


past ten vears that 


his committees to their utmost. 


wing all else is the national membership 
3,000 new members this year; and 
letters, and 


hone calls to the association headquarters 


program 


ii the steady deluge of wires 


re in Manchester are any indication, then 


Rav will achieve his purpose The universal 


response of enthusiasm and 


that is 


COOP ration, 


being given him and_ his 
than 
eratitving, and all members of the staff have 


their rolled up 


support 


administration is more inspiring and 


their coats off and sleeves 
for real action 

The state membership chairmen appointed 
follows 


\LABAMA 


Joseph & Loeb, Birmingham; L. 


are as 
\polinsky, Loveman, 
L. Wilkins, 


Birmingham. 


Joseph 
Pizitz Dry Goods Company, 
\RIZONA—P. L. Morris, 
Company, Phoenix. 
ARKANSAS —C. L. 
Company, Little Rock 
CALIFORNIA —J. Roy Stewart, 


James Stevens, Mal- 


Korrick’s Dry 
(,oods 
Roesch, Gus Blass 
Barker 
Brothers, Los Angeles; 
colm Brook Company, Bakersfield. 
COLORADO—Orville McCray, The May 
Company, Denver 
CONNECTICUT 
M. Read 
DISTRICT OF 
Gray, Lansburgh & 
KLORTDA—Ray 
ers, Jacksonville 
GEORGIA—Eugene W. Turner, Zachry’s, 
\tlanta 
IDAHO—A. A. 
stores, Boise 
ILLINOIS 
wealth Edison Company, Chicago 
INDIANA—Frank G. 
Brothers, South Bend. 
IOWA—W. LD. Mudge, 
tile Company, Cedar Rapids 
KANSAS 
Company, Hutchinson. 
KENTUCKY—O. E 
Goods Company, Louisville 
LOUISIANA H. A. 
Blanche, New 
MAINE 
Mitchell & Braun 
MARYLAND — Charles Lenhart, 
child, Kohn & Co., Baltimore. 
MASSACHUSETTS 
Brown Durrell 
MICHIGAN 
& Co., Detroit. 
MINNESOTA 


Skogne, Inc., Minneapolis. 


Lothar F, Dittmar, D. 
Company, Bridgeport. 
COLUMBIA—W. Arthut 
Brother, Washington. 


Williams, Cohen Broth 


Hamilton, C. Anderson 


Robert O. Johnson, Common 
Bingham, Robertson 


Newman Mercan 


Ernest Rayner, Wiley Dry 
(,00ds 
Johnson, Stewart Dry 
Kenny, Maison 
Orleans 

ote, Porteous, 
Portland. 
Hochs 


Creorge H. 
Company, 


McCarthy, 
Company, Boston. 
Frank Whitelam, R. 


John 
H. Fyfe 


Lloyd Jensvold, Gamble 
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Managing Director 


MISSISSIPPI 
porium, Jackson. 
MISSOURI 
Company, St. 
MONTANA 
Goods Company, Great Falls. 
NEBRASKA 
Omaha. 
NEVADA 
Reno, 
NEW HAMPSHIRE — Headquarters of 
the I. A. D., 705 Beech street, Manchester. 
NEW JERSEY—Morris Rosenblum, Bam- 
berger’s, Newark. 
NEW MEXICO 
son's, Albuquerque. 
NEW YORK—Burr Nichols, J. N. 
Company, Buffalo. 
NORTH CAROLINA 
Ivey Company, Asheville 
NORTH DAKOTA—R. S. 
Delendrecie Company, Fargo. 
OHIO —C. H. Fadem, Lyon Tailoring 
Company, Cleveland; Everett W. Quintrell, 
Kider & Johnston Company, Dayton. 
OKLAHOMA Staines, 
ver's, Tulsa. 
OREGON—B. C. 
cantile Company, Salem. 
PENNSYLVANIA — Herbert L. 
William F. Gable Company, Altoona. 
RHODE ISLAND—Frank M. Mulvey, 
The Outlet, Providence. 
SOUTH CAROLINA Blair Anawalt, 
Mevers-Arnold Company, Ine., Greenville. 
SOUTH DAKOTA—Robert Bowe, Fantle 
Bros., Sioux Falls. 
TENNESSEE — Joseph F. Bronsing, J. 
Goldsmith & Sons Company, Memphis. 
TEXAS—J. P. Slade, Riband’s, Galveston. 
UTAH EK. EK. Kimball, The Auerbach 
Company, Salt Lake City. 
VERMONT—Robert Coughlin, W. G. Rey- 
nolds Company, Burlington. 
VIRGINIA—W. T. Munford, Thalhimers, 
Richmond. 
WASHINGTON-J. 
Brothers, Tacoma. 
WEST VIRGINIA—O. 
Newcomb, Inc., Huntington. 
WISCONSIN—Chinton Clark, The Boston 
Store, Milwaukee. 
\\ Y( MING Ed Sherwood, 
Display Service, Cody. 
CANADA—W. J. Keeler, The T. 
Company, Winnipeg, Manitoba. 
SOUTH AMERICA Bert 


Tonsa, Aires, Argentina. 


D. Whitfield, The Em- 


Dave Estes, Bond Clothing 
Louis. 


Charles Newman, Paris Dry 
Herb Lawrence, Natelson’s, 
Herd & Short, 


Jack Hanson, 


John M. White, Lewin- 
Adam 
Putnam, J. B. 


Ray 


Harold, C. J. 


Richard Vande- 


Miller Mer- 


lew ellen, 


Greene, 


\. Melbostad, Rhodes 


F. Rvan, Anderson 


Sherwood 
Eaton 
Levi, Casa 


Buenos 


The operation of the I. A. D. under the 
guidance ot President made the 
I. A. D. headquarters a hive of activity. The 
publishing of the new bulletin, The I. A. D. 
News, has been no small undertaking, but 
the response from I. A. D. 


Parks has 


members has 


The 


also 


mailing of lett 
letters to the ret: 
divisions, ot the 2,600 


been encouraging. 
to the 
trade 
Commerce throughout the forty-eight stat 


secretaries, 
Chambers 
of our country has involved major prom 
tional activity which has taxed the resour: 
of ‘the I. A: D. utmos 


mailings to the Chambers of Cor 


personnel to the 
These 
merce throughout the also 
literature of the I. A 
the membership chairmen appointed in 


country Carrie 


I). designed to back 


of the states. 
Incidentally, it is timely to go on reco: 
that the I. A. 
to have any 
politics 
now or at any time in the future. 
Right here I believe it well to review 
that this organization 
forty-six years ago, by gentlemen of tl 
interest of all 
who 


I). is far too busy going plac 
room in its organization 


they have no place in the [. A 


facts was found 
profession, for the 

field 
ways enjoyed all privileges of the associa 
tion—with the exception of the right to vot 
This voting privilege is one that has beet 
reserved only for members ot the Interna 
tional Display. Confidenc 
in the ability and integrity of the man chosen 


display 


members ot the display have al 


\ssociation of 


as a candidate for officer or director in the 
association has been the basis for leadership 
in the and will 
future—with all political ties, or prejudices 
eliminated. When time 
around, no political were 
necessary and the time of all delegates from 
the entire country spent 
betterment of the organization, 


past continue to be in the 


convention came 
meetings found 
was in the discus 
sion of the 
and the development of display opportunities 
and improvements in general 

The Association of 
is a non-profit membership association whos« 
determine that 
all income received shall be used solely lor 
the benefit of the I. A. 
for the education and development ot its 
and women members. All 
expenditures are made only for the 
and development of 


International Display 


by-laws and code of ethics 


I). as an association 
men operating 
actual 
operation 
beneficial to the display 


programs 
profession and_ its 
members. All officers, directors, and com 
mittee chairmen have the definite obligation 
of working for the elevation of the displays 
profession and the betterment of their fellow 
workers in the field of display. Such is th 
background of the International Association 
and 
for the future. Non-union, not 


tthe I. A. D. 


lrraternity, cooperatio 


ot Display so is charted the course 
the I. A. D. 
profit, non-political steers its 
course by the stars of 
and education tor all members of the displa 
protession. 

One ot the most progressive developments 
of the I. A. D. this vear has been the organ! 
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vation of the most outstanding publicity 
mmittee in the country. Headed by C. H. 
adem, Lyon Tailoring Company, Cleveland, 
as chairman, the committee includes the fol- 
lowing national leaders of the publicity field: 
k. C. Kash, editor, DISPLAY WORLD, 
incinnati; D. A. Garber, editor, Depart 
ment Store Economist, New York City; E. 
Ff. Hubbard, managing editor, Hat Life, 
New York City; William C. Segal, pub- 
lisher, Men's Apparel Reporter, New York 
Citv; Ames A. Castle, editor, Sports Age, 
New York City, and Barclay W. Newell 
promotional director, William Taylor & 
Sons Company, Cleveland. 


The scope of the publicity fields covered 
and represented by the members of this 
publicity committee represents one of the 
most outstanding forward steps yet made by 
the I. A. D. in its history, and one that bodes 
well for its successtul future growth. 


Phe national I. A. D. program tor 1942-43 
is one that is designed to interest all mem 
bers of the display field. The largest and 
smallest retail stores will have lke interest 
in the display contests planned for 1942-43 
First, the starting gong has been sounded 
on the vear-'round, month-by-month Vic- 
tory Display contest starting with this month 
of September and to continue each month 
for the duration of our war effort. For the 
best entry chosen from photographs of those 
Victory Display windows submitted to the 
I. A. D. headquarters each month, there will 
be issued an International Association of 
Display “Certificate of Award.” The win- 
ner, in addition, will be given the distinc 
tion and honor of having his display contri- 
bution for Victory reproduced on the front 
cover of the I. A. D. News, which is pub- 
lished monthly trom I. A. D. headquarters. 
Kach issue of the News will carry on its 
front cover the photograph of the previous 
month's winning Victory display. 

\ttention must be given the tact that this 
Victory Display contest of the I. A. D. is 
open to all members of display and is not 
limited to members of the I. A. D. Any and 
all displaymen are eligible to enter as many 
photographs, and to enter them as often as 
they see fit. Judgment will be made en- 
tirely upon merit, based upon how effective, 
practical and original the Victory display 
photograph appears to the I. A. D. judges 
Start sending your entry photographs now. 
Note: Be sure that the name of the store 
and its address and the name of the display- 
man is attached to, or marked plainly on the 
back of, each and every photograph = sub- 
mitted as we wish to give full credit to the 
store and displayman responsible. All en- 
tries should be sent prepaid; they will be- 
come the property of the I. A. D. and can 
not be returned. 


m1 


lhe Christmas season that will soon be 
With us will find the Christmas display con- 
test of the I. A. D. in full force. This con 
test will include three divisions: window 
displays of holiday merchandise; institu- 
tional displays; interior displays—all to be 
based upon originality, effectiveness and 
practicability. Details of this contest, open 
to Cisplaymen whether or not they are mem- 
bers of the I. A. D., will be announced here 
later date. 
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THE OUTSTANDING 
Winter and Christmas 
BACKGROUNDS 


NALCO 


SNOW-FOREST 
MURALSCENE 


SIZE 
681" high by 50” wide 


A Snow-Forest Mural of majestic gran- 
deur, made on a strong grade of canvas- 
finish white pape2r. Produced in mullti- 
color combination of blue and white with 
white border. 


Packed in individual shipping container. 
Shipping weight approximately 3 ibs. 


REDUCED PRICE of... °3.00 
na i ce oO 


Iw COoOnR?rT eR AT FD 
203 E. 18th ST., NEW YORK, N. Y. 








NALCO 
Winterscene 
Panorama 


A most effective back- 
ground for WINTER and 
CHRISTMAS displays. 
Pastel Crayon effect, in 
varying shades of cold 
blue, grey and white. 
Continuous design. Pro- 
cessed on flexible paper 
board. 


Rolls 57'4” high by 
20’ long 


Packed in individual ship- 
ping container. Shipping 
weight approx. 7 lbs. 


Price: $3.75 Per Roll 








25 





NALCO 


Snowrange 
Panorama 


A most effective back- 
ground for WINTER and 
CHRISTMAS displays. 
Modern scenic effect, blue 
grey and snow white 
combination. Continuous 
design, processed cn flex- 
ible paper board. 


Rolls 57'."" high by 
20’ long 


Packed in individual! ship- 
ping container. Shipping 
weight approx. 7 lbs. 


Price: $3.75 Per Roll 
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—Here is a novel booth idea using a canopy made to 
represent an airplane wing. This is supported at one 
end with a panel on which is painted a section of the 
side of the plane and supported at the other end with 
a curtain rod painted a bright red. Table, desk, or 
sales counter can be placed in this booth, depending on 
whether it is to be used for patriotic purposes or for 


straight merchandising— 














—Much stress is placed nowadays on the use 
of interior equipment that is attractive or un- 
usual, or both, in design and the ability to 
provide a maximum of space for the display 
of merchandise. The first sketch illustrates an 
aisle merchandiser with these three elements 
and which can be used for a variety of wares— 











* 


—The post decoration depicts a way of 
giving this year's fall interiors a patriotic 
touch. Large leaves are cut from wall 
board and mounted as shown. The leaves 
are painted in red, white, and blue, or 
covered with one of the special fabrics or 
papers now available; the word "Fall" is 
painted in gold— 


* 
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—In displaying the war posters 
furnished by the Army, Navy, 
Marines, U. S. O., Red Cross, etc., 
added dignity and effectiveness 
can be achieved by mounting 
them on wall board panels, pref- 
erably with an attractive border 
design. The panels shown here 
suggest such border treatments; 
they can be used in many places 
throughout the store or in the 
display window— 


He 2 
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Cash Prizes Offered 
in Display Contest 


Four classifications, with similar cash 
iwards for each, will feature the display 
contest to be held this year in connection 
with National Letter Writing Week, October 
4-10. The event is being sponsored by the 
Paper Stationery & Tablet Manufacturers 
Association, 527 Fifth avenue, New York 
City. One group will consist of department 
stores, another of stationers, another of 
variety chain stores, and the fourth will be 
made up of drug stores and other retailers 
not in the first three groups. First prize 
for each division will be $100; second prize, 
$40, followed by five prizes of $5 each. Full 
details can be obtained from the address 
given above. 

Grass Mat Renovation 
Claimed For New Paint 

Faded grass mats can be made like new 
again by applying a recently developed awn- 
ing paint, according to the manufacturer, 
\ridye Corporation, Fair Lawn, N. J. Known 
as “Setfast,” the paint is said not to stiffen 
or crack and is sun resistant, water-repel- 
lant, and contains a mildew-killing agent. 
The paint is furnished in the proper con- 
sistency for spraying, but can be thinned if 
desired. Drying time is said to be but a 
few minutes. Color cards and detailed in- 
formation can be obtained from the manu- 
facturer. 


Lamp Price Reductions 
Are Announced 

Both General Electric and Sylvania Elec- 
tric Products, Inc., have announced price 
reductions on lamps—fluorescent in the case 
of the former, and on both fluorescent and 
incandescent for Sylvania. The price re- 
duction for General Electric ranges from 
12 to 17 per cent. Sylvania has reduced its 
price on fluorescent lamps an average of 
15 per cent, and approximately 20 per cent 
on incandescent lamps. 


Display Materials House 
Opens New Showroom 

The H. T. Herbert Company, 105 West 
48th street, New York City, has opened a 
new display showroom at 116 West 48th 
street. A complete stock of related display 
products is handled, including the Sherwin 
Williams line. 


Display Head Named 

For Browning King 

Leon Tannenbaum has been appointed 
display manager for the Browning King 
stores, which include two shops in New 


York City, one in Brooklyn, and one in 
Newark. 


Esther Davis Joins 

Broadway-Hollywood 
Mrs. Esther Davis has joined the display 
iff of The Broadway-Hollywood, Holly- 
vod, under the direction of Aubrey Maley 
rs. Davis was formerly Esther Hayes, for 
ny years with the display department of 
rger-Phillips Company, Birmingham, and 
o served as secretary of the Birmingham 
splay Club. 
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Irresistible Displays .. . 


ERFECT forming accentuates the beauty and style lines of every 


shoe. Fairy Forms assure this perfect forming. with a lovely color 
touch that adds glamour and allure. You can select just the right style 
Plain Toe. Tu-Toe or Twinkle Toe Fairy Forms from the range of sizes. 
heel heights and styles in which they are made. They are available in 
standard flesh tint and a wide variety of beautiful pearlescent effects. 


Write for complete catalog today 


SHOE FORM CO. Ine. AUBURN, N. Y. 
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Wallets Over The 


Strangely enough it has been only a mat 


ter of months that it has been possible, in 


more than a limited number of places, to 


buy men’s wallets at men’s wear counters 
long-forgotten rea 
that this much- 
sold in either the 


department or 


and 
dictated 


accessory be 


For some dusty 
m, custom had 
men's 


used 


luggage 


leather goods and 
as next-door neighbor to ladies’ handbags. 
Small wonder, then, that most wallets came 
into masculine hands via the giit route 

until 


give 


and remained a well-worn 


possession 
“What to 
Far too 
merchandising 


the perennial question of 


Charlie2” reared its head again 


otten for the sake of good 
happened that the answer veered abruptly 
realm of wallets, as 
1 dulled Christmas lists brought to 
light such an offering but a year or so ago 
Lost that a wallet 


accessory a 


from. the sharp mem 


orlies an 
sight of was the fact 
receives as hard wear as an} 
man owns. 
Po the 
Company, ol 


executives of Pioneer Suspender 


Philadelphia, about to venture 
with a complete line ot 


into the market 


custom-craited wallets especially designe | 
for selling to men, such retail procedure did 
not appear well-founded. With related sell 
1g a proven volume and profit builder, thes 


ing 
wallets 


did not see any valid reason why 
should not sell right where men made thet 
\ well-displayved stock 


of wallets, plus attractive point-of-sale ma 


personal purchases. 


terial, they reasoned, should do the job once 


the idea properly implanted by sales 


contact and bolstered with a carefully pre 


Was 


—Heavy cardboard, to which a hammered 
silver effect paper has been appliqued, gives 
a sturdy, solid character to this attractive 
Pioncer unit. The card is II! by II inches. 
...A bent glass top enhances the appearance 
of the wallet counter case, which occupies a 
space of only 10% by 15 inches— 


Mowe 


o a. Best for You 


By W. STAUNTON MOYLAN 
Philadelphia 





—Few props are needed to make an effective 
wallet display. This interior window used a 
tanned hide as part of the background— 


pared campaign of trade advertising. 


two short intervening since 


the idea had its inception, more than 2,500 


In the years 


coast to coast have proved 


While 


wrapping of his 


retailers from 


awaiting his change, 
and the just-purchased 
the customer has ample opportunity 
to read the message and to look 
over the display of new wallets—this at a 
time when he has just had occasion to see 
the condition of his 

Of course it was realized the important 


its soundness. 


items, 
reminder 


own wallet. 

part display must play in focusing attention 
on this newcomer to the market and so par- 
ticuldr attention was given this angle. When 
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ounter 


designing the counter wallet case, Pion 
contronted with the 


Metal was out 


Was usual  priorit 
and what limit: 


plastics were available were out of the que 


problems. 
tion because of price. Glass and wood ws 
the choice and worked out most effective 
so that the resulting constructed 
hold three dozen wallets, furnishes the me: 
chant with an assortment quickly availab 
for selection, just when the prospect's inte 
est is at its height. A sliding tray allow 
quick an‘ easy removal and the glass cov 
protect the wallets from excessive handling 
and possible theit. 

For display 


Case, 


purposes, a die-cut, easel 
back card in the shape of the Pioneer sea 
was adopted. The shield portion is laminate 

with a “hammered silver” paper and mount 
ed on the base to create a three-dimensiona 
effect. This effect is turther heightened b 
the caretul placement of airbrushed shadows 
Maroou—an excellent masculine color—was 
chosen for the solid base tone and the letter 

and 
Loops of stiff cotton-wound wire permit eas 
wallet. 


ing is silk-screened in maroon white 
attachment of an actual 


Display managers, too, were prompt i 


their acclaim of these new Pioneer wallets 
They that the» completeness of the 
leather selections gave more than usual op 
portunity for interesting trims. Of pig, alli 
gator, and goat, the) 
allowed a wide range of imagination. One 
distinctive utilized cut-out silhou 
ettes of these animals as a background idea 
Another picked up the phrase, “Best for 
Your Money,” as used on the small display 
Still 
window played on the specific and populat 


found 


seal, cali, ostrich, 


window 


sign, for its central theme. anothe 
features of the various models such as hid 
den money pockets, detachable pass cases 
and visible windows for easy access to iden 


tification and membership data. 
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SERVICE MEN’S XMAS 




















No. SM 42—Size 36” x 50” 
An appropriate design for 
“Gifts for Service Men.” A 
realistic reproduction of the 
three branches of our ser\ 
ice. who today ire making 
history all over the worl 
with their deeds of valor 
Six colors go to ke 

this design reproduced = on 


White Bulkton Si imless 


Price per Panel, $5.25 
Produced by 


Harve Ferrill & C 
* 
UNCLE SAM & SANTA 


No. US 42—Size 35” wide x 
50” long 
In vour theme “Buy Bonds 
for Christmas,’ Uncle Sam 
and Santa Claus are 
ically illustrated, combining 
their efforts to promote the 
sale of Bonds for Christmas 








rraph 
graph 









Processed in red, blue, green 
and flesh on Bone Bulkton 
Seamless mounted to a Dee 
kle-Edged sheet of Christmas 
Eve Blue. 


Price per Panel, $3.50 
* 


BULKLEY, DUNTON & CO. 


NEW YORK CHICAGO 





, i an aie ai ae ae ae ae ae ae ae ae ae aes 


Display Papers Division 








295 Madison Ave. 








2625 S. Wabash 





Display Report 
From London 


Our correspondent in London writes : “The 


order recently introduced prohibiting the 
manufacture and supply of certain goods is 
; going to affect a number of articles used 
; extensively in display. Included are: arti- 


ficial glassware with applied decoration, 
: mirrors than 6 feet 


flowers, goods made of papier mache, coat- 


more square, artificial 


hangers, wall plaques, vases, reflectors 
wholly or mainly of metal; on photographic 
goods, the quota will be reduced to 20 per 
cent but the arrangements permitting extra 
supplies to certain categories will continue. 

“The first tableau to use a lite-like model 
tor factory 


propaganda has aroused con 


siderable interest and produced good results 


at a Birmingham factory engaged on vital 
war work. From a gibbet, painted on a 
large poster, a life-size model ot Hitler 


swings to and tro. Behind him 1s the slo 


gan: ‘Don't let him have the factory; give 
him the works!’ The tableau was part of 
a production drive held in the works, and 


although it aroused considerable criticism 


Irom some quarters, it resulted in a good 


response that was indicated in production 
Wures 

‘A. H. Williams, director of displays for 
the National 
awarded the Order of the British Empire 


tie first person to be SO honored for serv- 


Savings Campaign, has been 


ices rendered in display. 

“Limitation of 
purposes is becoming a serious problem, and 
CO! equently 


merchandise for display 


recent West-Fnd displays are 





becoming ever more ‘open’ in character. 

“An interesting method of using old show 
cards is now being used by many West-End 
The old first oblit 
erated by a black paint and the new message 
When new 


displaymen. cards are 
cards 
blacked 
supe rimposed 


is then lettered in white. 


become necessary, the letters are 


over once more and others 


This should 


ft solving the 


prove invaluable as a means 


limitation of supplies in this 


field over here.” 


Zimmerman Helps Stage 
"This Is The Army" 

Reports trom New York City are to thie 
effect that Henry Zimmerman, display dire: 
tor for Weber & 
lavishly of his time and efforts in the stag 
ing of “This Is The 
military hit which is netting around $45,000 


Heilbroner, contributed 


Army,” Broadway all- 


a week. 


New Principle Of Display 

Claimed By Stix, Baer 
The 

ciple in. the 


idea of “dual projection, a new prin 
display set 
Stix, 


design of window 


tings,” was recently inaugurated by 
Baer & Fuller, St. 


Louts, for use in. tall 
merchandising | 


showings according to Svl 


Rieser, who is in charge of display. The 
reasoning behind dual projection is based on 
the fact that traffic is 


and that customers approach and pass from 


window cross-traftic 


rather than viewing the 
from the front 
off-center “V" 
a different presentation 


two directions, 
windows directly 
The use of an back-drop 


gives the passerby 








ot merchandise trom whatever direction he 


approaches, this of being 
plished by the 


variety, and a 


course accom 


wings of the “\ \nimation, 
retreshing effect of individu 
ality have resulted from use of the unusual 
Rieser, who 


tests 


window set-up, according to 
that 


proved that this type of window 


adds caretul checks and have 


greatly in 
creases sales because of the greater number 


of passersby who stop and look at the dis 


play due to its double attention value 
Fluorescent Catalogue 
Offered By Sylvania 

\ new fluorescent lighting fixture cata 


Sylvania Electri 
Mass The cata- 


simplify 


logue is being offered by 


Products, Inc... Ipswich, 


logue is designed to problems in 
selecting types and quantities of fixtures ot 
individual lighting needs. Besides illustrat 


book contains a 


ing over thirty models, the 


list of recommended minimum standards oft 


illumination, information on how to plan a 


fluorescent installation, pictures of actual 
applications, and general information. Copies 


are available on request 


Andrew Joins 
Marine Corps 
John l. 


in charge of 


Calit., has enlisted 


Andrew, tor the past four years 


display for Strauss’, Fresno, 
in the United States 
Marine Corps. Before joining Strauss’, An- 
| with = the Clothing 
a 


drew Plymouth 
House, Minneapolis, for seven years as dis- 


Was 


play manager. 


\ 





Our town is having a test blackout to- 
night which means that some of this column 
will have to be done in the dark because 
eVen so much as a candle flame or a lighted 
match can be seen clearly from the sky. The 
editor of DISPLAY WORLD no doubt has 
thought some of this stuff was done in the 
dark long before we ever heard of a black- 
out. From some of the letters I don't re- 
ceive from my readers I presume they heart- 
ily agree. Anyway, I'll carry on until I 
hear the blast of the sirens and then quickly 
switch the lights and continue typing, come 
what may, until it is over. [I am an air 
raid warden myself and should be out with 
my arm band and flash light, but there are 
so many of us in this neighborhood we take 
turns. In that way, each man gets a chance 
to heal up the sore toes that he gets tripping 
over uneven sidewalks. He also gains the 
valuable experience of being challenged by 
so tough with author- 
ity that when they shout from three yards 


the auxiliary police 


behind your back: “Who is it?” you nearly 
jump out ot your skin. The hardest job is 
to keep the people in their darkened homes, 
but when winter comes I think it will be 
much easier. You air raid wardens really 
will enjoy yourselves out in the elements 
with a flashlight in one hand and a snow 
shovel in the other. Your neighbors will 
purposely leave the lights on so you will 
shovel your way up to their doors to tell 
them about it, only to have them thank you 
for clearing the walk. 

There it goes, and out go the lights. 
Looking out the window to the north I can 
see the glow in the sky turning down like 
someone pulling a giant window shade. You 
can hear the air raid warden’s foot steps: 
he’s on the job although he is a part owner 
of a local clothing store and has been on 
his feet all day. A year ago, if his wite 
wanted him to walk up the street at 9 
o'clock at night, he would have been too 
tired, But tonight it is a different story: 
none of us can be too tired, any time, not 
to do our full share. Sitting in the dark 
isn't such a bad thing, at that. London 
has been doing it for three years. 

[ can remember that the thrill of the 
twenties was to sit in the dark with a pair 
of earphones over your head and _ start 
scratching the old crystal set and then sud- 
denly shout: “I got California!’ and wake 
the whole house. Everyone in the family 
would get up and pass the earphones around 
and listen to make sure it really was Cali- 
Mother would have the teapot on 
by that time and a midnight snack would 


fornia. 


be enjoved by all. It is really the inventors 


who have brought the world out of the dark- 
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Think this ever 


ME BY FRANK G. BINGHAM Sill 


ness, and these same inventors have a great 
constructive job to do after they have in- 
vented the things that will win this war. The 
things to be invented to insure the peace of 
the future is indeed the greatest task man- 
kind has ever been confronted with since 
the beginning of time. 

A dull drone overhead and looking out I 
see the red light of the observation plane 
which is checking the results of the black- 
out. When they return to the airport they 
may report the invisibility as 95 per cent 
and the other 5 per cent made up of six fire- 
flies, two lighted matches and a pair of ‘auto 
head lights. Sitting here in the dark makes 
me realize what a wonderful thing vision 
really is; only for it our display profession 
would also be a total blackout. The blind, 
God bless them, live in a constant blackout 
and here it is tough on me just to sit for 
a half hour and type in the dark. If you 
often wondered how it seems to be blind, 
read that new book, “The World at My 
Karsten Ohnstad (con- 
densed in the book section of the September 
“Reader's Digest’). 


Finger Tips,” by 


It is a story of a high 
school boy who mastered his handicap. The 
pages of this book are filled with high cour- 
age and a great will to win. 

Now the warden has passed tor the third 
time and the test must be nearly over. I can 
really see much more than I could when | 
turned out the lights and it is no wonder 
they put the RAF fliers in dark rooms before 
they head out over Germany with their loads 
of blackout medicine. The street lights have 
just flashed on, so the blackout is over and 
people are rushing to the light switches to 
chase the darkness away. I can't read some 
of the words I've written so the test per- 
sonally was a bit off key. Editor Kash has 
deciphered a lot of things in the past so I’m 
not going to worry about it or type it over. 
At least you readers have it all over me— 
you can read something in the light and feel 
that you are still in the dark, while I'm now 
in the light reading something I wrote in 
the dark. Don't blame me for this any- 
way; blame the mayor of South Bend. He 
ordered the blackout, didn't he? 

Wordisplays: Fred Powers, well-known 
display director of John A. Brown Company, 
Oklahoma City, has resigned and his future 
plans have not been announced as yet. ; 
Jack Castle steps up at Brown's. ... Orville 
S. Barker, formerly of Sears’, was appointed 
card room manager and A. W. Johnson will 
continue on as interior display manager... . 
No. restriction on Christmas packages or 
cards this year, says the Office of Detense 

[Continued on page 43] 
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ARE WE PROUD! 


... for here’s what they’re saying 
about Victory Displays we sup.- 
plied on the August-September 
themes: 


.. DALLAS, TEXAS 

... Especially adapted to our budget 
and window space. My old ones ar 
going to USO—RAYMOND DISH 
MAN, D. M., Jas. K. Wilson Co. 


.. NEWARK, N. J. 

Very excellent displays.—S. H 
ALEXANDER, G. D. Rep., Publi 
Service Electric & Gas Co. 

.. COLUMBUS, GA. 

Perfect in design and execution. 
T. R. CLARK, D. M., J. A. Kirven 


Company. 


.. AURORA, ILL. 

Just what we’ve been looking for. 
C. W. TENNANT, Gen’! S. M., West- 
ern United Gas & Electric Co. 


.. BATON ROUGE, LA. 

Making a big hit with us and our 
customers.—E. W. MeCLURE, Adv. 
Mer., Welsh & Levy Clothing Co. 


.. BINGHAMTON, N. Y. 
Very fine and we're using them to 
good advantage.—R. E. WILLIAMS. 


New Bus. Mer., Binghamton Gas 
W orks. 

.. DALLAS, TEXAS 

Very good, indeed.—C. O. SAUS- 
TAD, D. M., Titehe-Goettinger Co. 
.. SPRINGFIELD, ILL. 

Excellent! Have found them to be 
everything I expected.— E.R. 
SMITH, D. M., Central [ll Light. 
.. MUSKEGON, MICH. 

Among other virtues, the price of 
your Victory Displays is very rea- 
sonable. — HERMANN GROSS- 
MAN, Grossmans. 

.. WATERBURY, CONN. 

We compliment you on a 110 per 
cent job.—R. WEIDAW, Adv. Mer.. 
Connecticut Light & Power Co. 

.. HOUSTON, TEXAS 

Very fine displays. —CHAS. J. 
BERG... D. M., Montgomery Ward 
& Co. Retail Store. 


See details on right about new 
October-November series of Vic- 
tory Displays. 
BISHOP PUBLISHING COMPANY 
155 E. SUPERIOR STREET 
CHICAGO, ILL. 
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We ore corryimy our fight te the eneey in these ways 
1... We fallow the instructions of our air raid 
werden for protection agains attack by air 
We are conserving in every way so that the 
constant flow of war materia to our Armed 
Forees can continer 
We are selcaging emential materiah in order 
that they may he converted bo vital war anes 
We refuse to spreed ramors designed te 
divide oar Nation 
We are buging our share of War Bends and 
Stamps regelarty 


U.S.MARINES 


HISTORY OF MARINES—October 31-November 13 








NOTE: The poster which belongs here 
wasn't released in time by Treasury 
Department and V. D.C. to make draw- 
ings and cuts before DISPLAY WORLD 
printing date. However, this poster will 
be just as attractive as the ones shown 
above. The “History of the Marines” 


poster is our own conception. 








WOMEN AT WAR—November 14-27 
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YOUR OCTOBER-NOVEMBER SERIES OF 


VICTORY DISPLAYS 


in LARGE and SMALL size with the official designs and themes as 
selected by various U. S. Government groups and your Victory 
Display Committee. 

Each of the four LARGE Victory Displays as shown on left are sereen 
processed on one side in 6 to 8 attractive colors on 100 Pt. cardboard, 
each display 59” x 42” (about 5 feet wide by 34 feet high) an ideal 
size for big and medium size windows. Can easily be appliqued or 
framed, or used with 40° cardboard Column Stands as shown on right. 
Packing: Each package will contain one set of each of the four 
LARGE size Victory Displays. plus 40” Column Stands. if 
they are ordered (Column Stands not included in display 
prices .. . each Column Stand—for one card—65 cents each). 
Displays will be shipped Express Prepaid direct to locations 
specified. Sold only in sets of 4 displays. When ordering 
please use our code (LV42-101). 


Prices F.O.B. Chicago for (LV42-101) Displays 
lL to 9 sets, $20.00 per set of 4 LARGE size 59” x 42” 
Victory Displays. 
10 to 24 sets, $19.00 per set of 4 LARGE size 59” x 42” 
Victory Displays. 
25 to 49 sets, $18.00 per set of 4 LARGE size 59” x 42” 
Victory Displays. 
(Special prices for 50 sets or more) 


- 
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and now SMALL size Victory 4 card display sets, which are ideal 
for smaller windows and store interiors. Each of the 4 cards, standard 
frame size, 22” x 28” screen processed on one side in same attractive 
colors as the large size on 100 Pt. cardboard with single wing easels 
attached. Each package will contain number of sets for each destina- 
‘tion as specified, and shipped prepaid, cheapest and fastest way. 
Sold only in sets of 4 displays. For these use Code (SV42-01). 


MAKE yours AV Home, Too / 





Prices F.O.B. Chicago for (SV 42-01) 
Displays 
l to 9 sets, $4.50 per set of 4 SMALL size 
99” ) ” oo a is i 8 
Please 22 x 28 Victory Di: plays. 
10 to 24 sets, $4.00 per set of 4 SMALL size 
22” x 28” Victory Displays. 
on left. 25 to 49 sets, $3.50 per set of 4 SMALL size 
22” x 28” Victory Displays. 
(Special prices for 50 sets or more) 


see note 








Production of these LARGE and 
SMALL Victory Displays starts 


September 26, 1942. to cover orders received by that date. 





Vo excess quantity will be made, so write or wire your quan- 
tities now. A few of the many testimonials on left prove that 
we delivered the August-September series on time and we'll do 
it again in time for first showing. 


BISHOP PUBLISHING COMPANY - 155 EAST SUPERIOR STREET - CHICAGO, ILLINOIS 
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Minneapolis VDC Program Drives Ahead 


When the history of the part played by 
the national victory display program in win 
ning the World War is” written, 
Minneapolis will have a page all to itselt 
that will be 
feminine handwriting. 

other claims to 


second 


and part ot exciting record 
ritten in 

In addition to numerous 
national recognition, this city’s Victory Dis 
play Committee, under the inspiring leader 
ship of David E. Sanders, display department, 
LL. S. Donaldson Company, is among. the 
up with a woman's auxiliary 
It turns out that the unit—one 
the first to be reported to the national 


committe 


first to come 


feminine 


is performing invaluable service 
in helping to organize the display facilities 
of the city’s more than 7,000 stores. 


The Women's 


necessity, 


\uxiliary was born out of 


sheet according to Chairman 
Sanders. In an ambitious drive to get signed 
ple loes 


from each of the thousands of re 
committee became swamped with 
work. A call for help 
bit of publicity in 
one of the city’s most widely read news and 


Minneapolis Stat 


tailers the 
office and clerical 
went out and got a nice 
feature columns in_ the 


Journal. The response was instantaneous. 


Describing what happened, Sanders reports : 


“We had the first 


thirty-five 


meeting this afternoon 


and ovet very eager women re 


sponded and decided to become members 


Right at this 
in our tea room addressing several thousand 


very moment, they are down 


being distributed 
This 


mailing pieces which are 


to the various pledge signers. idea 


cities 
inten 


might be applicable to some other 


where they are going into the work 
sively.” 

exactly describes how the 
Display Committee is 
First of all they di- 


into 


“Intensively” 
Minneapolis Victory 
organizing its drive 
the city's 
the first including the twenty-five or 


vided stores two big cate- 
gories 
so major retail establishments along Nicol 
let avenue. These stores all maintain thei 
counted on 


Sanders. 


own display staffs and can be 


oO work in unison, according to 


t 
For organizational purposes they 


were put 
together in one group. Into the second group 
7.000 and 


outlying stores, including grocery 


went the scattered independent 


and drug 
stores and specialty shops. These smaller 
stores naturally 


to be met more than half way, in the opinion 


needed more help and had 


of the Minneapolis committee chairman. 


\ccordingly, the city was divided = into 
wards, districts and precincts with a warden 
This organi- 


Lind 


or captain for each division. 


zational job was done under Lester 


strom, the committee’s schedule chairman 


and when he got through he found he had 


an organization of 300 people. This organi 
zation was instructed to compile a list and 
establishments in 
up-to-date 
built up 
stores the 


description of all retail 


their territories Thus an and 
complete retail directory 
To this list of 


with the 


Was 
smaller com 
doing 
lette1 


such a 


mittee, women’s auxiliary 
convincing 


letter did 


yeoman service, mailed a 
form. The 
that in the first few days after 
1.280 pledges had 


continuing to 


and pledge 
grand job 
mailed 


they 


it was been re 


ceived and were pour 


into committee headquarters at the rate of 
more than fifty a day. 
The letter read, 
“Dear Minneapolis 
“This is an urgent, direct appeal to you! 


in part, as follows: 
Retailer: 


—David Sanders, Chairman, Victory 

Display Committee of Minneapolis— 
There are 7,000 other Minneapolis retailers 
who must be asked, just like you, to sign a 
Victory Display pledge. . Time is short. 
Our government has requested action. The 
Minneapolis Display Committee has a tre- 
mendous and important job to do within the 
next week in securing 7,000 pledges so that 
thes be mailed to Washington imme- 
diately. through its 
agencies such as the Treasury, Army, and 
Navy Departments, pledge 
window space in your store for the dura- 


ma\ 
Our government, 
wants you to 


tion. 
On the back of the letter the pledge form 


was reproduced. Sketches showing the size 


—Barbara Matson, Aquatennial queen, stands 
beside the barrel-full of pledges received from 
Minneapolis stores donating window space for 
the Victory Display Committee's program for the 
duration. Barbara is a member of the Women's 
Auxiliary of the V. D. C. in Minneapolis— 





ot the window space were printed, maki: 
it easy for the retailer to visualize what 
promised obligations were to be. All 
had to do was check off the space he coi 
afford to devote and return the pledge. 

This working so well tl 
Minneapolis looks for 75 per cent covera 
almost immediately and 100 per 
operation before the campaign is much old 

Assisting Executive Chairman Sand 
Schedules’ Chairman Lindstrom a 
Leslie Hier, vice-chairman; Willis 
publicity chairman; George Behonek, spea 
ers chairman. Honorary chairmen. incluc: 
Mayor Marvin L. Kline, Henry Atwoo 
John Cowles, Clarence Hill, W. D. Naffzig: 
and Robert F. Pack. 

Twice the committee took to the air wit 
radio programs outlining its ambitious pr 
eram. On another they mim 
graphed a summary of the activities of t] 


system 1s 


cent < 


and 
Brow 


occasion 


committee and, attaching this to a personal 
letter, they sent it to more than twenty-fiv 
prominent local business men for use as ma 
terial in making speeches before their sery 
ice clubs and luncheon groups. 

\t national V. D. C. headquarters thi 
Minneapolis report was considered a model 
ot working efficiency for organizing the dis 
play program for big cities. The results, ot 
course, speak for themselves, 
concluded his 


Chairman Sanders 


with this suggestion: “We would like vet 


report 


much to have furnished us every two weeks 
a new poster in quantities of 4,000 so that 
we can keep our organization fluid in that 
the ward captains district 
must be kept doing something as well as the 


and wardens 
stores. There is no better way to keep this 
interest alive than to keep furnishing pos 
ters for distribution and display (with 
this aid) we shall be able to sustain the in 
terest on the large scale we have set to 
ourselves.” 

In the interests of knitting up the cam 
paign and making the coverage most com 
plete, the national committee announced that 
they welcomed information and suggestions 
of this Such 
pointed out, can be used as the basis for 


sort. suggestions, it was 


bureaus to estimate 
quantities of and other 
planning to distribute 
charge. Although in all cases it may not he 
possible to supply full desired quantities, in 


helping government 


posters materials 


they are without 


formation such as this will serve to equaliz 


distribution and to eliminate much wast 








VDC SCHEDULES 

October 3-16: Treasury (“Soldiers 
Can’t Use Blanks!’’) and Civilian De- 
fense (“This is a V-Home’’). 

October 17-30: Salvage (“Throw 
Your Scrap Into the Fight!”) and 
Treasury (“The Best Buy for Your 
Favorite Guy’). 

October 31-November 13: Marines 
and Red Cross. (Themes not released.) 

November 14-27: Navy and Treas- 
ury. (Themes not released.) 
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Display Emphasized By United 
At Rexall Conventions 
The traveling convention 
this vear by the United Drug 
Boston, were examples of interior 
recommended for Rexall druggists. 
occupy the entire wall 
hotel ballrooms. George G. Fero, display 
manager for United and designer of the 
firm’s convention setups, believes that prac- 
tical examples of adaptable 
display create interest with dele- 
gates at such conventions and are more pro- 
ductive and educational than streamlined 
exhibits not capable of being reproduced for 


exhibits used 
Company, 
displays 
In size, 


they area of most 


concrete 
far 


and 
more 


general use in drug store merchandising. 

Previously, United's 
consisted of batteries of actual and complete 
displays in their recommended 
window units. With conventions 
held in seventy-four key areas the 
past two years, this emphasis on drug store 
display and merchandising has resulted in a 
marked the 
and attractiveness of window 
in Rexall drug 


convention displays 
window 
Rexall 
during 


improvement in effectiveness 


the displays 
stores. 

United necessarily cancelled its 1942 con 
vention schedule, in keeping with the wat 
effort and travel curtailment. This will slow 
the campaign for improved drug store inte 
display, Fero, but with 
large regional conventions held so far this 
year at the Del Monte hotel, Del Monte, 
Calit., and the Broadmoor, Colorado Springs, 
the emphasis on this subject 
very enthusiastically 

Fero in a sixty-minute 
stration under the general 
Rexall School of Display.” 


rior according to 


was received 


when presented by 
address and demon 


“The 


heading of 


Compulsory Lighting Ban 
On West Coast 


The dim-out which had been in 
effect time along the | 
was supplanted August 20 by 
ing for a drastic curtailment of 
in that Adopted to protect 
shipping and strategic 
attack, 
the 
cludes 


voluntary 
coast 
an order call- 
lightine 


for some Pacific 


area. coastal 


certain from 
and to 

entire war, 
advertising 
lighted window displays, 
and all other 
nation. 


areas 
dur 
ban in- 


remain in force 
the 


signs, 


enemy 
lighting 
theatre marquees, 
floodlighted build 
illumi 


ing 


ings, form ot outdoor 


the order is being handled, however, 


is said to vary 
Ing on its location 


How 
depend 
I< Yr 


in each community 
and other 
\ngeles wirttlow 
toward the 
the are permitted to 
usual. 


factors. 


example, in Los a 
that 
not 


use lighting as 


do not face ocean and are 


visible from beach 


Recruiting Office Opened 
In Display Window 
\ window of Strawbridge & Clothier, Phil 
has been converted into a recruit- 
ing office for the United States Navy and 
Is credited with obtaining numerous recruits. 
More than sixty applicants were signed up 
the first week the window was in operation 
has been fitted up with desks for inter- 
staffed by a special detail of 
theers and men. Martial music 
ma loud speaker system at intervals. 


adelphia, 


Ws and 1s 
is broadcast 
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Heroic Ensemble No. 15 





Write for brochure on new 
Christmas display specials 


LE BOW 


15 WEST 37th STREET 
* 





¥ 


DRAMATIZE 


the 


Victory Program 


with these inspiring 


Heroic Ensembles 


Heroic Ensemble No. 14 
PRESIDENT FRANKLIN DELANO ROOSEVELT 
Size 24x36” 


Consists of a life-like reproduction of President Roosevelf, 
reproduced from a famous sculptured model, super-imposed 
in Bas Relief on flag red, white, and blue Facil laminated 
silky material mounted on heavy board, with silver stars on 
in Bas Relief, 


material 


blue stripe. The scroll is silk screened with 
red and blue 


heavy board. This display easled. Can be used for window 


*6.00 


letters on white Facil mounted on 


display, ledges or paneling. 


Price complete 





Heroic Ensemble No. 15 
GENERAL DOUGLAS MacARTHUR 
Size 24°x36” 


Consists of life-like of General MacArthur, 
reproduced from a famous portrait, super-imposed in Bas 
Relief on flag red, white, and blue Facil laminated silky 
material mounted on heavy board with silver stars on blue 


The scroll is in Bas Relief silk screened with red and 


reproduction 


stripe. 
blue letters on white Facil silky material mounted on heavy 


board. Can be 
display, ledges or paneling. 


for window 


*6.00 


used 


This display easled. 


Price complete 


ADVERTISING CO. 


NEW YORK CITY 


BUY MORE WAR BONDS 





MANNEQUINS Ba 


4, MILEO 


Creator Since 1900 


Now: 


quins created by 
know fashion. 


sculptors 


7 West 36 St. Be 5im& 


Highly stylized manne- 
who 
The feature of our 
1943 line. Up-to-the-minute hair-do's. 


New York 


FOR YOUR 


FALL DISPLAYS 


A FEW MODELS STILL AVAILABLE 


While limited stocks 

last, you can still get 
FLEXGACTION turn _* 
tables. Write today, to ~~ 


MERKLE-KORFF GEAR CO. 


211 North Morgan Street Chicago, Ill. 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS —_—_Es 








—The bicycle basket in tt 
Ballantine's display is an a 
tual construction which holas 
bottles of beer. The boy and 
girl are in different planc 
Designed by Charles Barn: 
and lithographed by Einsor 
Freeman, Long Island City 
New York— 


—Tremendous eye appeal 
from the use of perspective 
is found in the Breyer unit; 
the peach is in two planes 
(the core is recessed) and 
blends into the dish of ice 
cream which rests on a die- 
cut doilie for the third 
plane. Designed and litho. 
graphed by _ Einson - Free- 
man— 


—New display boards, fea- 
turing a copy of the Home 
Owners’ Catalogue, are be- 
ing placed throughout the 
Eastern states by F. W. 
Dodge Corporation, the unit 
shown here being a typical 
example. The displays are 
to assist families planning 
homes when priorities per- 
mit— 


—This eye-catching floor mer- 
chandiser attractively dis- 
plays an assortment of fluo- 
rescent lamps for Hygrade 
Sylvania Corporation, Salem, 
Mass. Lithographed in eight 
colors, the unit is available 
through Hygrade_ distribu- 


tors— 


—Actual GE "Mazda" lamps, 
screwed into die-cut open- 
ings alongside panels con- 
taining wattage and price, 
make this three-dimensional 
lithographed display an ef- 
fective merchandiser. Con- 
struction makes an easel back 
unnecessary. Created and 
produced by Forbes Litho- 
graph Company, Boston— 


—Surgical dressings are fea- 
tured by this Bauer & Black 
"Curity" unit. The house is 
in two planes and the figures 
on the lawn are completely 
cut out and standing erect. 
The theme is taken from the 
fact that most accidents hap- 
pen in the home. Produced 
by Zipprodt, Inc., Chicago— 


—A reprieve from war-time 
tension is suggested by this 
sailing scene and Rupperts 
beer. The direct color pho- 
tograph is reproduced by 
lithography in ten colors. De- 
signed and lithographed by 
Einson-Freeman— 
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Edward Tackney Now With 
Sporting Goods Firm 

After a number of years with Acme White | 
Lead & Paint Company, Detroit, as art | 
director, Edward Tackney has joined the 
Yool Shop Sporting Goods Company, of the 
same city, as display manager and advertis- 
ing counselor. A series of Tackney’s dis- 
play sketches ran as a regular feature for 
many months in DISPLAY WORLD a few 


years ago. 


St. Clair Signs Up 
With The Navy 

Leo St. Clair has resigned as display 
manager tor Rorabaugh-Buck Dry Goods 
Company, Wichita, in order to enlist in the 
navy. At present he is stationed at San 
Diego. St. Clair is a veteran of the first 
World War, having served in the navy at 
that time. His successor has not yet been 
appointed at Rorabaugh’s. 


Air Corps Service 
For Lombard 


Joe Lombard, for many vears in charge 
of display for the Bond Clothing Company, 
Cincinnati, has enlisted in the Air Corps. 
He has been temporarily stationed at Atlan- 
tic City. 





Sobral Transfers 
To Memphis 

Formerly with Fountain’s, Greenwood, 
Miss., Kearney Sobral is now in charge of peraipcrs 
display for Oak Hall Clothiers, Memphis. 79 te. inane 








COMING UP 
Nationa! Dog Week—September 20-26. FOR YOUR 
Bill of Rights Enacted (1789) — Sep- 
tember 25. j 942 
Gold Star Mother’s Day — September Vs 
27. 
American Indian Day—September 27. plidey 
Nationally Advertised Brands Week— FI ny th pot 
October 2-12. 
National Retail Furniture Week—Oc- a ane eee ee 
tober 3-10. * 
Legally asre—Ostebes 3-4. hints THE REYBURN MFG. CO., INC. 
ational Business omen’s eek— 
PHILADELPHIA, PA. 


October 4-10. 
National Letter Writing Week—Octo- Nag Seinen emir a 
Rive asia ie Oo ei 
Fire Prevention Week—October 4-10. 
Candy Week—October 11-17. 
National Wine Week—October 11-18. 
Columbus Day—October 12. 


National Retail Grocers’ Week—Octo- P.C.& F. Decorated Display Papers NEW CARPETS for OLD 


ber 20-25. AND 


National Apple Week—October 24-31. “Technicolor” oe Paper Use DY-O-RUG to renew or re-color worn or 


Girl Scout Week—October 25-31. faded carpets, overnight without removing 


— F- \ light weight paper—standare 
Better Parenthood Week—October 26 vadacaik dime ste siik-deel “hue teats aa from the floor. @Perfect for use with air-gun or 


November 1 
: Ask your jobber to see the PC&F line of -colori . 
Navy Day—October 27. Christmas display papers and  patrictic numbers. re-coloring Draperies. @All colors and black. 


’ Plain prints—fre ted—tinse finish 
Hallowe’en—October 31. aia Nani MAR ia etaeie Ei aia eat e iad For complete information and sample (color 


Book Week—November 1-7. gy r haat 5 hte ae = ; 
eatures: Economical and tim ving because selected should be same as resent t, 
American Art Week—November 2-8. they are 1 % aadiatii ett ci 


Father-and-Son Week — November 9- When writing for samples give name of your 
jobber. 


iatiein Education Week—November Paper Converting & Finishing Co. HELMS CHEMICAL COMPANY 


9-14. 1228 W. KINZIE STREET CHICAGO 1014 N. Harlem Ave. River Forest, Ill. 
Armistice Day—November 11. 
Red Cross Week—November 11-30. 














or darker) write 
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The Play World 











THEATRE 


From the 
army, Mr. Jones 


opening words, “This is the 
No private rooms or tele- 
phones ... ” to the final refrain which 
gives firm assurance that this time our sol- 
diers will finish the job, it is clear that if 
the army lacks a few of the accommodations 


of civilian life it lacks none of its oppor- 
tunity for entertainment. The army has, in 
fact, produced Broadway's most enjoyable 


show, earned to date over a million dol- 
lars for the Army Emergency Relief Fund, 
and won rousing acclaim from all critics. 


\s in most good shows, a large part of the 
success of “This Is The Army” can be at- 
tributed to its scenery, designed by Corporal 
John Koenig with the enthusiasm and vital- 
ity that marks the whole production. 

The curtain is a splendid indication of 
what is to follow. Marvellously effective, 
it is of mustard yellow with a block pattern 
silhouette in white showing the heads and 
with The 
impressive ranks of 


shoulders of soldiers bayonets. 


opening scene shows 
uniformed men sitting on bleachers that rise 
\bove them soars a ma- 
eagle painted on the flat. Other 
painted flats show a grim battlefield in a 
“Russian Winter number,” before which ap- 
pear a corps of ballet and the inte- 
rior and exterior of the barracks painted on 


eight rows high. 


jestic 


‘“igls,”’ 


the flat as in vaudeville.- Most fun is the 
scene which includes the current “Hit 
Parade” tune, “I Lost My Heart at the 


Stage Door Canteen,” as well as hilarious 





SS EES: NEI SEE By BARBARA BARR 


impersonations of the stars who appear 
there, among them being Gypsy 
Noel Coward, Jane Cowl, and Vera Zorina. 
Scenically speaking, however, the set that 
will be long remembered is for a number 
called “What the Well Dressed Man in 
Harlem Will Wear.” Here Corporal Koenig 
has designed three towering cutouts of Har- 
lem dancers arrested in a moment oi fren- 
zied dance. They wear high hats of vivid 
hues, have flying coat tails, and their long 


Rose Lee, 


intertwined legs in striped trousers form 
arches from which emerge the smaller but 
hardly less vigorous soldier dancers. The 


and the figures are lighted 


dark 


stage 1s 
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so that they seem to be coming ftorwa: 
out of the late night. 

William Saroyan’s two plays, “Across t 
Board on Tomorrow Morning” and “Talki; 
to You,” officially opened the theatre s¢ 
son and was the first presentation of wl 
is called the Saroyvan theatre. More Sar 
yan productions are to follow, we are to] 
and despite the fact that these first off 


ings met with universal disapproval, 
will be glad to see more if only to s 


scenery as fine as that designed by Cl 
Throckmorton for “Across the Board.” 7 
play followed a familiar Saroyan pattern 
that the locale basement bistro 
East 52nd street in New York City. 
called, therefore, for the descending ste; 
the bar, the telephone booths, the swinging 
door to the kitchen, and the tables that 
have graced more than one stage this ye 
in plays that were placed in basement res- 
taurants. But Throckmorton has a genius 
for stylizing the commonplace. His steps 
descend slowly and curve generously, coming 
to a pause near the center of the stage. They 
pass from shadow to light and into shadow 
again and when a player goes up or down 
he is sharply seen to disappear and_ then 
reappear again. Needless to say, this sim- 
ple trick is very effective. But add to this 
placed high up left, on a little platform—a 


Was a 











harpist dressed entirely in white playing 
a golden harp, and you have the Saroyan 
theatre. Falling in front of the harpist 
is a draped fishnet which is looped at the 
bottom, where a pale green light plays on 
it. The harpist is playing when the curtain 
rises and there is a her. As the 
music fades, the light on her fades, and the 
lower portion of the stage is lit. At dramatic 


spot on 


moments in the play she begins to play 
again, a rather trite symbolic action but 
one which from a visual standpoint was 


dramatic as it called for a constant chang 
ing of the lighting values. 


—Part of the exhibit on camouflage, the panel 
seen above shows the reaction of vision to 
lines, shadows, and form. Another from the 
Museum of Modern Art pictorial treatment of 
camouflage is shown elsewhere in the article. 
... In "Bambi," Disney artists use oils for the 
first time in an animated feature, achieving 
new depth and realism. Here the baby Bambi 
experiences his first snow. (Copyright, Walt 
Disney Productions) — 
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CAMOUFLAGE 


Out of the familiar tools and materials 
ot display, fishnet and chicken wire and can- 
vas and paint, has emerged one of the most 
complex and technical sciences of modern 
wartare, camouflage. The Museum of Mod- 


ern Art has shown its cognizance of the | 
close relationship between camouflage and | 


art with its present circulating exhibit, 
“Camouflage for Civilian 
third exhibition on the subject which the 
museum has prepared during the last eight- 
een months. 

The exhibition consists of 
current methods of protective concealment 
which should interest both the layman and 
the serious student of camouflage. The 
panels, employing 
and text, illustrate methods of camouflage 
that range from the skillful use of paints 
which can make a target blend with its nat- 
ural surroundings to the construction of 
elaborate superstructures which may _ ob- 
scure the actual shape and shadow of a 
vital factory. 

The first panel states the purpose of cam- 
ouflage: “To render objects indistinguish- 
able by means of imitation or disguise. 
Simply hiding from view is not camouflage.” 

The opening panels show examples of the 
most subtle camoufleur of all, Nature, and 
explain that it is from Nature that man 
has learned the intricate secrets of conceal- 
ment by visual deception. An interesting 
example is a butterfly which resembles al- 
most exactly a dead leaf. 

With graphic photographs, the next sec- 
tion deals with the aerial bombardier’s prob- 
lem of locating and sighting his objective. 
Air attack is the major destructive threat 
upon civilian objects such as power plants, 
munitions tanks and 
docks; therefore camouflage of these vital 
points is primarily against aerial precision 
bombing. Aided by aerial photography with 
super-speed cameras, telescopic lenses, intra- 
red film, and the revealing use of stereo- 
scopic photographs, all but the most. skill- 
ful camouflage may be detected. The camou- 
fleur’s main objective, however, is not com- 
plete concealment from camera observation 
but the delay of the bombardier’s recogni- 
There- 
fore the exhibit explains the principles of 


factories, storage 


tion of his target in actual attack. 


blending, disrupting lines, and distortion to 
confuse the bombardier who must sight his 
target at a certain distance before a cer- 
tain time, if he is to make a direct hit. 

It is explained that the contrasts in color 
between an object and its surroundings re- 
veal the form of the object. The camoufleur 
reduces the visibility of the object by blend- 
Ing its colors with the surroundings. Cam- 
ouflage paints are now on the market which 
produce a uniformly dull or flat opaque coat- 
ing for low vistiblity. There is also an 
infra-red paint which lessens the visibility 
to the aerial photographer. 

Contrasts in form, however, are more im- 
portant than those of hue because they re- 
tain their distinctions at a greater distance, 
and shadows reveal form most clearly. Use 
of screens and nets ot various kinds elimi- 
nates the tell-tale shadow. 

Other panels deal with the use of decoys 
to supply false targets and false clues to 

[Continued on page 47] 
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Defense” — the 


twenty-five | 
illustrated panels and ten models showing | 


photographs, diagrams, } 


39 West 37th Street 


“THE SHOW MUST GO ON!” 


Through the 


WINDOW DISPLAYS 


of America’s Merchants the 


MORALE 


on the home front will be kept up 


We are most fortunate in having on hand a 
most varied and complete line of the latest 
display fixtures and units, and can render 
the same prompt service as in the past. 


@ WOOD DISPLAY UNITS 
@LUCITE CREATIONS 

@ PLASTIC NOVELTIES 

@® HOLIDAY ATTRACTIONS 


ALSO THE COMPLETE LINE OF 


‘LAMINATED RUBBERLITE and 
PAPERLITE MANNEQUINS 


Tell us your display requirements and let 
us help you keep up the same high standard 
which your displays merit. 


AT SIEGEL 


New York City 











Safeguard Patrons in Blackouts! 


RON-GLO 
LUMINOUS PAINT 


Paint signs, markers, stairways, aisles, etc., 


with Ron-Glo. Absorbs sunlight or artificial 
light, then glows in dark for long periods, vis- 
ible up to 100 feet. Interior or exterior. 
Moderate cost. Write for details. 


T. J. RONAN CO., Inc. ew’ vor city 





=ART SNOW 


A pure corn product. Manufactured 
especially for display purposes — soft, 
light, fluffy also used in Hollywood 
studios. Non-perishable. non-inflammable, 
very realistic, inexpensive. 


Very practical for window or other 
display purposes. Samples and prices on 
request without obligation. 














Miller Cereal Mills o(7°?": *,, 
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MERCH > RECO D SHOW WINDO 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY 


ncianet.. Gn 








MENEFEE. President 
1A SILVERBLATT. Se 
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OUR PLATFORM 

1. The Promotion of Display. 

2. More Display Cooperation by Manufacturer 
and Merchant. 

3. Advancement of the Display Service Business. 

4. Practical Service to the Display Profession 
and Industry. 

5. Greater Appreciation of Display'’s Power in 
Merchandising. 

6. Absolute Independence of Our 
Columns. 
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What's Happening 
To The V. D. C? 


Perhaps it is thinking too far ahead to 






ponder on what is in store for display when 
the war is over. No one knows when that 
will be, and in the meantime our efforts 
should be directed at just one objective: to 
do our utmost to win the war as quickly 










and as decisively as possible. 

But when that result is a fait accompli, 
what then for display? Wall it enjoy the 
prestige that many of us envisioned for it 
because of the part given display and dis 
playmen in the war effort through the 
Victory Display Committee's program? 

As the situation stands now, it seems that 











this is a rather debatable subject. The plain 
truth of the matter is that the VDC cam 
paign shows signs of bogging down in some 







sections of the country. The local chairmen 





of only a relatively few cities and towns 
are behind this laudable program as_ they 
should be. With the best opportunity of all 
time to establish themselves and their pro 








fession in their own communities and in the 





nation, many displaymen are simply missing 





the boat 
Is it the old theory that displaymen are so 





rushed with their daily work that they just 





can't find time for even a worthy cause such 
as this? Or is it that they just don't care, 
or haven't the ability to put over the VDC 







program locally: 

We don't think so 

Displaymen do have the time, and they do 
. and they 






care about the success of the VD¢ 
do have the ability to put it over. The proof 
of it is in the fact that some of them are 


Those 







putting it over, and in a big way. 
men have demonstrated that it can be done. 








They have the same problems as any other 
displaymen—not much time for “outside” ac- 
tivities, and all the other handicaps. But in 


spite of this, they have pitched in with their 
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sleeves rolled up, completed their organiza- 
tional work, signed up their local merchants 
for window space, and are seeing to it that 
the VDC program is carried out as it should 
be. 

The secret of their success apparently lies 
in the fact that they have realized from the 
start that this is not a thing of a week or 
a month or two months, and that it isn’t 
a case of a lot of glory and no hard work. 
It is for the duration, and the hard work 
starts coming in about the time the first 
flush of enthusiasm starts wearing off. 

The Victory Display campaign can be suc- 
cessful in every community. That has been 
demonstrated already. But it won't be in 
some cities unless local displaymen put their 
shoulders to the wheel and give the program 
all they’ve got. 

Coming Events 
For Display 

After the war, displaymen are going to 
be confronted with such a_ bewildering 
variety of new materials to use in their 
windows and interiors that it is going to be 
a difficult task choosing among them. 

Among the developments will probably be 
mannequins made of glass—glass that is un- 
breakable, but which floats in water. New 
types of plastics of undreamed-of adapt- 
ability for display will be brought out. New 
fabrics and materials will stream from the 


chemist’s laboratory. 

\ll this will be part of the developments 
of science brought out by the war, according 
to Dr. Charles M. A. Stine, vice-president 
ot FE. I. du Pont de Nemours & Co., speak- 
ing before the American Chemical Society 
in Buffalo a week or so ago. “The nation 
will emerge from this war with capacities 
for making plastics, synthetic fibres, and lit- 
erally scores of chemical and other raw 


\ 


CUM ININS 


—"'l see that Jackson is telling about his fishing trip again!'""— 
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materials on a scale that only two years ag 
was beyond our comprehension,” said D; 
Stine, adding: “The world of 1940 has a] 
ready become an antiquity; the inconceiy 
ables of only two years ago are today 
realities.” 

Mentioning the non-breakable,  floatin 
glass as one development, Dr. Stine went o 
to say: “Hosiery derived from air, wate 
and coal, a wonder of pre-war days, is bu 
a forerunner of many innovations from th 
same source, ranging from shoes that co: 
tain no leather and window screens that cor 
tain no wire, to machinery bearings tha 
contain no metal.” 

Surrounded by all these developments ij 
display adjuncts and merchandise, the dis 
playman after the war will have marve 
after marvel to use in his eternal quest fo 
the customer. It should be a fascinatin: 
period, 


Commission Received 
In Air Corps 


A leave of absence has been granted Paul 
Lord, for the past twelve years with Gimbe! 
Brothers, Philadelphia, as art director and 
display manager. Lord has received a com 
mission as a first lieutenant in the Army Air 
Corps. 

During his absence, Herman Heidelberg 
will serve as acting display manager. Hei 
delberg has been a member of the Gimbel 
display department for some time. 


Camouflage Work 


For "Ras" Beall 
John Sims, former first assistant, has 


taken over the display manager's duties at 
Harzfeld’s, Kansas City, Mo., in the absence 
of Erasmus Beall, who has joined the army 
camouflage battalion at Fort Mead. 
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- SNUWIUNE 


TAKES WINTER INDOORS 


..- A NEW DISPLAY MATERIAL THAT 
PROVIDES AN EFFECTIVE CHRISTMAS 
DISPLAY... QUICKLY INSTALLED 


Now it is possible to capture easily and com- 
pletely the beauty and animation of winter's ice 


and driven snow. 


Snowtone’s display uses are countless. 
for example, your plans call fora realistic snow- 
block treatment...perhaps a suggestion of snow on 
a roof...or an ice and snow effect with a sparkling 
touch of color to suggest Christmas, or a gay, friv- 


olous New Year's Eve. These and a score of other 
beautiful effects are possible through the many 


Snowtone designs. 


cases, etc. 


Snowtone is suitable for window backgrounds, 
interior walls and columns, unit displays, show- 


This revolutionary display material, with all the glit- 


Perhaps, 


ter and sparkle of real ice and snow, is delivered 
to you rolled in 3'x8', or 3'x24' sheets which are 
easily tacked or glued to any surface, flat or curved. 
Take advantage of this new economical display 
technique. Samples may be seen at your jobber. 


TIMBERTONE DECORATIVE CO., INC. 


84 UNIVERSITY PLACE, NEW YORK CITY 


| 


GRAMERCY 3-1197 


M‘F‘RS OF WOOD GRAINS, BRICK, STONEWALL, AND FLAGSTONE PAPER VENEERS 





A VOTE FOR RELATED ITEM WINDOWS 
[Continued from page 18] 

which tie up all 

with eight of their fast-moving products, and 

“Radio Advertised Products” headlined by 

the four B-M products nationally advertised 


cials” related sundries 


on the air. 


In each instance, associated items are 
listed on some, or all, of the cards and pos- 
ters supplied—often even on the centerpiece 

and the 


altruistic. 


theme streamer is entirely 
interior 


large 


Sample windows and 
set-ups on the instruction sheets and display 
to install the mate 


include the 


how 
rial provide 1 so as to 
mended related 
merchandise. 


carton labels show 
recom 
items—and even competitive 
It is extremely unusual for a 
manufacturer to show competitors’ products 
in suggested set-ups for their point-of-sale 
this undoubtedly has startled 


druggists—favorably. 


material, and 
many 
that it 


display 


However, this company feels rets 


enough billing, through the cards 
and dummy cartons supplied, to insure top 
showing. In the case of the Ipana display 
mentioned, the use of competitive toothpastes 
| this a “Dental 
Health and Needs” 
[ also should like to point out that since 
part ot 


1s particular display, cards were provided 


a powder makes real 


Beauty window. 


Camera Was such a prominent 


cameras, film, and developing and print 

in addition to other pieces which pushed 
tooth brushes, mouth wash and beauty needs. 
that this holds 
goodwill of dealers every where ? 
bristol-Myers pioneered in 


Is it any wonder 


company 


fostering the 


related item display in its_ field 
and has developed it to the highest degree of 
Many 

that 


products was helped, not 


unselfish 


any drug manutacturer, we believe. 
vears ago we made tests which showed 


the sale of B-M 


hindered, when companion necessities were 


shown. Constant research has meant keep 
ing abreast of developments and meeting the 
dealers’ desires and needs. 


\s an 


ago sample windows used in broadsides and 


example, until about four years 


instruction sheets showed the displays in the 


then conventional crepe-paper-background 
floor 


items 


window, with only a few associated 


observation and 
that time 


drug 


included. General 
cross-sectional checks indicated at 
that the 
turning to 
then 
although the 
featured 


majority ot progressive stores 
windows, so the dis 


this 


were step 


plays were pictured in tvpe of 


window, too, other—as shown 
here still was 


\ special 


the quantity-buying, 


that 
merchandising-minded 


study, by mail, showed 


stores preferred the step window two to one, 


so that type has since been given the tea 
tured 


spot and a_=egreater quantity and 
variety of companion products are used. The 
floor still 
a Tew dealers 
that 


retain their interest, also 


window 1s shown, however, since 


still think in terms ot 


good 


sort of display and it is important to 


cited previous] 
that a_ related 
centerpiece sul 


The “Drug Topics” 
in this 
item 


survey, 
magazine, showed 
window (featuring a 
rounded by a variety of related merchandise) 
distributes, 


Bristol-Myers 
the attention of 1 out of 3.2 


such as draws 


passe! sby, 


whereas the (stockroom) window 
attracts 1 out of II 


average 


mass type 


only passers, on the 


that this policy 


druggist He 


additional 
best for the 


Here ts proot 


is right—it 1s 


wants an attention-getting window and vet 


wishes to attract as many people as pos 


by displaying a large variety of items 


Myers 


rich 


sible 


is concerned, this 
Mass 


services are used 


\s tar as Bristol 


program has paid dividends 
installation 
New York 
because of unusual conditions prevailing in 
these cities All other 
uted through 


} 
SIC 


merchandise 


only in the and Boston areas 


displays are distrib 


received from broad 


“Merchandiser’ 


manual 


requests 
mailings ot the 


timely display and sales chock-tful 


] 


of excellent tips for druggists—and 


salesmen’s requisitions. Excellent loc: 


are obtained because the displa Ss 


altruistic—because thev furnish the 


with tl 

No One Call Say 
trated 
prestige for the 
will tor the 


against mass displays 


1 kind of material he wants 


that the 


described here 


displays illu 


and will not create 


products shown and good 


} 


dealer—one argument advanced 


Neither can anvone deny that they will 
? : 
virtue 1\ claimed 


get attention a especial 


for a single product window 


\ll in all. suel 
displa . catel the eve, 
build trathc b 


the diverse interests ot passersby tl 


related item, 


chandise 
tige and store appealing 
rough 
shown 


the variety of items 


What more can vou ask 








DISPLAY ON A "TWO- 
BIT BUDGET" 

[Continued from page 12] 
made our own. A large linoleum tube made 
a well-fed body when supported by legs 
made trom 1l-inch lumber. The head was 
made from a smaller tube and for hooves we 
used four wood cone-shaped blocks taken 
from the ends of rolls of wrapping paper. 
This crude skeleton was then given its mus- 
cles and graceful shape with the aid of a 
mass of old newspaper padding. The cover- 
ing was made of curled white crepe paper 
sewed on muslin strips and then clipped to 
the skeleton frame. Red antlers made of 
wall board and a red rubber ball as a nose 
completed this animal. Work, to be sure- 
but what a satisfaction to know that our 
home-made deer cost less than 10 per cent 
of the price of the manufactured animal. 

Last fall, after seeing some smart valances 
that framed the windows of metropolitan de 
partment stores, we decided that our old 
fringe valances were quite archaic and so 
we set to work to remedy the condition. 
\t first we thought of 45-degree pre-curved 
wall board as a marvelous material for our 
valances, but the prices floored us so we had 
to resort to products available at our local 
lumber dealer. We found the answer by 
using three pieces of overlapping clapboard 
(common siding board) pitched inwards at 
an angle of 15 degrees from the window 
glass. To be sure the carpenter called in 
on the job perspired protusely over the deli 
cate fitting that this work required, but now 
we confidently believe that we possess the 
smartest valances to be found anywhere, re- 
gardless of the cost involved. 

For a long time we had set our hearts 
on owning some wire shoe racks such as 


used by large stores when displaying foot 


—''The Nazis removed Lidice from the map. 


death in concentration camps, the children to ‘educational institutions.’ 
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wear out from tree stumps, fences, etc. We 
needed fifty but just could not afford the 
price of twenty-five cents each. <A sixty- 
nine cent soldering iron plus twenty-eight 
cents worth of No. 10 galvanized wire made 
us our fifty racks. This again proved to us 
that a small store with a little brain and 
brawn can create novel fixtures within their 
“Two-Bit Budget.” 

During National Cotton Week, we wanted 
some bales of cotton, so by taking waste- 
paper and baling it in a paper press and 
thereafter covering the center with burlap 
and the ends with cotton batting, we had 
some very nice looking cotton bales—at a 
total cost of twelve and a half cents per 
bale. 

This spring we racked our brains for a 
window idea to introduce Charles of the 
We had 


oversized 


Ritz new “Spring Rain” products. 
previously used an_ elaborate, 
dressing table for another cosmetic window 
and a tree made of inexpensive cotton pow- 
der puffs for a recent Helena Rubinstein 
display. As is usually the case, the products 
themselves gave us the idea. Why not make 
tremendous facsimiles of the “Spring Rain” 
packages? A little 7%-inch by 134-inch frame 
lumber covered with muslin made the basis 
for the oversized cosmetic dummies. For a 
background, we again dug into the cosmetic 
department and with the aid of four boxes 
of cleansing tissues applied in a_ crushed 
effect made a rainbow background of pastel 
colors. To simulate rain we shredded cello- 
phane and hung it from the ceiling of the 
window; large cellophane clouds, hanging 
in midair, and crushed cellophane “puddles 
of water” greatly aided in creating a rainy 
atmosphere. In this display, hard work 
greatly overshadowed our meager $3.40. in- 
vestment, plus the material advantage that 







TIME Reports: 





“This was the woes 










The women were 
packed off w slower 
death 9 comcentatex 


Then the Germans 
burned Lidice to 
the ground left 
nothing bul ¢ grat 
Black sear im what 
ad been green fhekds~ 















German soldiers surrounded the village at dusk, 
moved in, sorted out all adult males and killed them. The women were packed off to slower 


Then the Germans 


burned Lidice to the ground, left nothing but a great black scar in what had been green 


fields." So wrote Time of the tragedy of Lidice. . 


. . To drive home to the American people, 


via display, the type of enemy with which we are at war, W. L. Stensgaard & Associates, Inc., 


Chicago, has created the unit seen above. 


the one display is available on a rental basis— 


The paintings are in oils, and therefore only 
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“Spring Rain” products sold like hot cake. 
as a direct result of the display. 

The technique of oversize facsimiles « 
merchandise packages, while always arrest 
ing, sometimes leads the window shoppe 
to the conclusion that exact reproduction 
were furnished by the manufacturer rathe 
than through the ingenuity of the display 
man. Such was our case when a line in 
trade magazine, “Use Old Gold with Tobac« 
Brown,” furnished the basic idea for buildin 
a mammoth package of “Old Gold” cigar 
ettes with a mannequin dressed in “Tobacx 
Brown” perched on top. Frankly, we wer: 
a little crestfallen when our shoppers did n 
give us credit for creating the large cigar 
ettes that stuck out from the end of. th 
pack. We had even provided a smoke effe: 
by inserting dry ice within the linoleum tub: 
that served as a cigarette, blowing th: 
smoke upward by means of an electric fan 
concealed behind the ice. But whatever th: 
effect on our ego, the customers looked 
and bought and the result was accomplished 

While the foregoing remarks certainly are 
ancient history to our city display brethren, 
we think that they might give food fo: 
thought to the multitude of idea-starved 
displaymen who work in the smaller cities 
and teel that they just can't pull anothe: 
rabbit out of the hat. Take our word for 
what it’s worth: a good look at the local 
scenery and the merchandise in your very 
store can furnish you with countless ideas. 
Nature repeatedly has come to our aid by 
furnishing sawdust and wood shavings that 
grape 
vines are excellent for accessory display 
cases and some old wagon wheels (aged by 
countless rains) when dry brushed in au- 
tumn tones, make splendid window props 
Did you ever think that even the corrugated 
separaters in an egg crate, when sprayed, 
can make a novel background effect ? 

We haven't run out of possible ideas that 
we might describe to you in this article but 
we can't presume too much now. Let it 
suffice to say that if you, our brother dis 
playmen in tank towns” throughout this 
country, find inspiration in this article, we 
might be able to, at some future date, ramble 
some more on this fascinating job of creat 
ing vital and beautiful displays on a “Two 
Bit Budget.” 


we can dye for novelty floor effects; 


For Ink Capsules 

The Sta-Brite Inks Company, 509 Fiith 
avenue, New York City, has introduced a 
line of colored inks in condensed form to 
which a number of advantages are claimed 
Furnished in ten basic colors, the ink comes 
in capsule form, each of which makes one 
half pint of ink at a cost estimated at about 
one-tenth the usual sum. The inks are said 
to be highly suitable for air brush work, or 
with regular drawing, lettering, or writing 
brushes and pens. 


Patriotic Display Materials 
Covered In New Booklet 


A sixteen-page booklet showing the firm's 
new line of patriotic and holiday display 
papers and products has been issued by 
Columbia Display Materials Company, 131 
Prince street, New York City. A copy is 
available on request. 
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Maharam Fabric Corporation 
Starts Big Expansion 


An ambitious remodeling program of the | 


firm’s New York City headquarters and 
showrooms has been started by Maharam 
Fabric Corporation, 130 West 46th street, 


according to Joe Maharam, president. The | 


renovation plans call for a new 75-foot 


modern store front to replace the old one of | 


30 feet. The interior will have more than 
20,000 square feet of space. An arrange- 
ment of model windows will demonstrate 
effective uses of the many items in the com- 
pany’s line. To the rear, a marble stairway 
will lead to a row of executive and sales 
offices on the mezzanine. 

Work on the remodeling is processing 
rapidly and is scheduled to be completed 
in approximately thirty days. An elaborate 
opening is being planned, on which details 
will be released later. 


New Commercial Dictionary 


ls Bond Between Countries 

Displaymen, like others engaged in_ busi- 
ness who are desirous of seeing better re- 
lationships between the United States and 
Latin American countries, will be interested 
in a new Commercial and Technical Diction- 
ary in Spanish-English and English-Spanish, 
featuring some 50,000 technical and commer- 
cial words. Compiled by Antonio F. Guer- 
rero and published by Chemical Publishing 
Company, Inc., 234 King street, Brooklyn, 
the book is especially valuable to display 
firms which list Latin) American firms 
among their clients, or expect to do so at the 
end of the war when trade with our neigh- 
bors to the south will probably be on a much 
enlarged scale. 

Full information on the text can be ob 
tained from the publishers. 


Living Mannequins, 
Invisible Bodies 

Crowds gathered before the windows ot 
Bloomingdale’s, New York City, recently to 
gaze in amazement at large hat boxes rest 
ing on high tables and bearing the appar- 
ently disembodied heads of live mannequins 
Reminiscent of the “spider girl” of the days 
of street carnivals, the display mechanism 
was worked out and patented by Fred Fisher 
and Cleon Throckmorton, stage scenic de 


signers. 


Commentator Praises 
Display Poster 


On one of his recent broadcasts, Gabriel 
Heatter, noted news commentator, took occa 
sion to praise a display poster bearing only 
a glorious American flag screen processed 
ona field of dark blue and having the simple 
phrase below: “Colors ... that do not run.” 
The poster is the work ot Timely Service, 


46 Walker street, New York ( ity. 


"Ready-to-Letter" Cards 
Offered By Marchetti 


\ complete line of ready-to-letter price 
tickets and display cards, appropriate for 
the holidays, is being offered by R. Mar- 
chetti & Brother, 42 Bond street, New York 
City. The cards have gold bevel edges with 

isual borders, and come in various sizes. 
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_ the Tacker with a BACKGROUND 


HANSEN pioneered in the design, perfection and manufacture of 
one-hand automatic Tackers, and has led the way since their advent 
ten years ago. The uses of HANSEN one-hand TACKERS have been 
extended through the continued development of different models to 
serve various tacking, fastening, holding and joining purposes. 
Assembly of small parts on a production basis—fastening tags, 
labels, etc.—joining corners together—holding operations—are among 
the diversified uses of Hansen Tackers. Various unit designs for 
driving Tacks, Brads, Tackpoints and Staple-Tacks, in different widths 
and lengths. They prevent waste of time, materials and effort. 


Strongly and durably 
made for efficient service, A L HAN G E hy MA FG CO 
these useful tools — Foew~ - Bie 3 3 
care, especially 
pee ee the all-out war [ 5 04 | RAVENSWOOD AVE. 
and production effort. c H 1 aN: O ' LL 
/ e 





For FALL Displays 


EATON Grass Mats 


Yes, this is just the colorful richness you're 
looking for to give your Fall displays a 
crisp, eye-catching appeal. Smooth, vel- 
vety, deep-green Eaton Grass Mats look 
just like real autumn grass—give a genu- 
ine appearance to your window or coun- 
ter displays. They're easy to use—fit into 
practically any layout—keep their fresh 
appearance indefinitely. Prompt delivery. 
Call your regular display jobber today. 


EATON BROTHERS CORP. 


HAMBURG - - - NEW YORK 














Send for th >AIR BRUSH 
WINDOW DISPLAY) § °° ° 4 CATALOG 


MATERIAL | Be"" (Aue wor wn sauce 


made 


BECKER SIGN SUPPLY CO. | | Bone" 77% MANUFACTURING CO. 


: lJ 2173 North California Ave. 
314 N. Eutaw St. Baitimore, Md. 2 CHICAGO - - ILLINOIS 
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AVAILABLE IN ROLLS 
40” WIDE X 18’ LONG. 
FLOCKED VELVETY 4” 
STRIPES. 





Highly styled colors for 
attractive backgrounds, 
floorings, panels, post 
treatments, interiors, 
candy sticks, patriotic 
displays, etc. COLORS: 
RED, BLUE, GREEN, or 
ORANGE on WHITE: 
MAROON on GRAY: 
RUST on IVORY: YEL- 
LOW on WINE. 


PRICE, $6.50 PER ROLL 














MAHARAM 
CAN FILL e 
EVERY Order through your 
DISPLAY nearest jobber or write 
us direct. 
2 


Samples on Request 













Sal 
/FABRIC CORPORATION. 
Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


Los Angeles 
819 Santee St. 


St. Louis 
915 Olive St. 


Chicago 
6 E. Lake St. 








FEATHER-WEIGHT 
MANNEQUINS 


Our 
New Line 
features 


ALL figures! 


eSHORTS 


e AVERAGE 
GIRLS 


eSTOUTS 
Smart, lively. 
energetic — in 
step with today! 





Write for Photos 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 
CHICAGO: Smiley & Co., 234 S. Franklin St. 
MONTREAL: Modern Display Fixtures, 

460 St. Cather:ne St., West 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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fe pis, Obligation and Opportunity | 


By GLENN A. BISHOP 


We are obligated to do all in our power 
to see that the American way of life shall 
survive—that Americans shall continue to 
be free. Not for one moment do we doubt 
that we'll win the war—and from my coun- 
try-wide observations, that’s one of our trou 
hles. We're just a little bit too cocky; we 
think it’s easy. We can not 
realize that we could lose 


going to be 
this war and our 
freedoms, too. 

Realizing these dangers, a group of patri- 
otic displaymen founded the Victory Display 
Committee. They realize that every one of 
us is trying to find the most effective way 
of carrying out his war-time 
They realize that asking merchants and pub 
lic utilities to go to a small expenditure 
to devote part of their windows and interior 
space to ideas submitted by the VDC is a 
request that should receive 100 
They also realize that 
utilities, although 
other con 


obligations. 


very small 
per cent cooperation. 
retail stores and public 
laboring under price and many 
trols, have had to make the least changes 
for our all-out war effort and will more 
easily return to peace-time activities. Com- 
pare this situation with the automotive in- 
dustry, for example. 

So members of the Victory Display Com 
mittee, in cooperation with various govern- 
ment groups, are working day and night on 
a volunteer basis to produce the best display 
ideas that humans can with de 
signs and themes that carry conviction. And 
the best have the same 
general themes shown at the same time from 


conceive, 
part of all is to 
coast to coast. Reiteration is the basis of 
all good advertising and it applies just as 
forcefully in connection with Victory dis- 
plays. So, use the best of the ideas the 
Victory Display Committee presents to you. 

Victory displays will do more than just 
help the stamps, 
civilian help 
keyed-up, 


sale of war bonds and 


defense activities, etc. They 
informed, enthused, 
We know that we can not let 


moment or 


keep people 
war-minded. 
the public relax one some ot 
them lose interest, even in the war. 

But the real “feather in our cap” is that 
the government recognizes display as “big- 
time stuff.” It from the Big 
Four of advertising to the Big Five. Until 
recently, newspaper, magazine, outdoor and 


has changed 


radio were the fair-haired boys—but now 


our own government compliments us, too, 
and makes us realize our own importance 
We, too, can do a real job in helping to 
win the war 

And by the way, 
the ideas of the Victory 
accepted 100 per cent 
are kidding somebody, 


those who expect that 
Display Committee 
will be no criticism, 
no work, no worry 
mostly themselves. Some of you patriotic 
Vic tory 
some discouraging interviews when calling 


to sign up the small minority who put them- 


display workers are going to have 


selves ahead of their country. Some of you 
will get the brush-off while vou'll be wear- 


ing vour shoes into spats. But be not dis- 


Bishop Publishing Company, Chicago 





couraged, because you're doing your job 
help win the war. 

When they really get tough, tell the 
about the visitor who was taking a stré 
and upon his return to the hotel asked tl! 
clerk, “Why do along yor 
Broadway have only ‘business-as-usual’ di 
ignore the fact that 


some stores 
plays and completely 
we have a war to win, while others devot 
a least a window (some much more) to o1 
war effort? Can it be that some are on), 
selfishly interested in what they can get 
without wanting to give in return? I beliey: 
that people having members of the family 
and friends in the armed forces resent the 
attitude of the first group, don’t you?” 

By all means, cooperate with the Victory 
Display Committee. If you have but one 
window, use part of it; if 
if a dozen, devote two or more to victory 
displays. A “big store,” tacing two or more 
streets, should constantly have at least one 
Victory window facing each street. Anothe: 
thing to consider is that most of the mate 
rials that you or manufacturers are using do 
not happen to be vital to the war effort. In 
some cases there is quite a surplus. And, 
by the way, the Victory Display Committe: 
live manutacturers of dis 


two, use one; 


is giving many 
plays and allied products a real break, so a 
few more of the folding kind would be ap- 
preciated by them to help pay some of the 
running expenses. They have no subsidy. 
Possibly this is reiteration but I wish to 
say that our enemies are tough, treacherous, 
torturing, totalitarian tyrants. They're out 
to kill or 
only by accident of location that they prob- 
ably haven't done so already. We must all 
become more war-minded and be sure out 
public feels the same way. We must co 
operate with the Victory Display Committee. 
We must realize what it would mean should 
we lose this war. We must appreciate all 
over again what our American way of life 


enslave you and yours and it’s 


and our free enterprise system means to us 
and we must make the people realize it, too, 
in part with Victory displays. This is out 
obligation—and our great opportunity ! 


Werner Illustrates Display 
At Fashion Show 

One of the features of the recent meeting 
of the Kansas City Apparel Association was 
a talk and demonstration of display tech 
Rex Werner, who has charge ot 
display for Adler's and is instructor in dis- 
play for the Kansas City Art Institute. [Em- 
for the small 


nique by 


phasis was placed on display 


store. 








Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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THINK THIS OVER 
[Continued from page 30] 
Transportation with the gifts for the 
armed forces to be mailed early, Christmas 
for the display profession is just around 
the corner 
some of these displaymen who have joined 
the camouflage division and find out how 
we can make ourselves be around but not 
be seen so much this Christmas and escape 
a few headaches at least... . Tom Lee, first 
lieutenant in the Camouflage Section of the 
Air Corps, who is finishing a special course 
at the Institute of Technology, Pasadena, 

could no doubt supply a few answers. 
Few buttons and fewer pockets on work 
clothes, says the WPB, will save 21,000,000 
yards of cloth, enough to make 7,000,000 
garments. . . . Claude D. Adams, the young 
man who went East instead of West, has 
joined Penn-Fifth Avenue, New York City. 
Leigh Allen, formerly interior display 
manager, R. H. Macy & Co., now heads all 
merchandise presentation at that great insti- 
tution . . . and where is the guy who said: 
Interior displays are not important!” 
Allen after seven years is now assistant to 
William Howard, publicity director. Jack 
Foley, assistant to Irving Eldredge, now 
heads the interior department. . . . Walt 
Disney’s “Fantasia” has established a 
world’s record with an unbroken fifty-two 
week run at Melbourne, Australia . .. for 
your knowledge, other top runs have been: 
‘Back Street,” in 1933, which ran_ forty 
weeks in Paris; “Gone With the Wind” hit 
forty-two weeks at the Astor in New York; 
“Fantasia” ran forty-seven weeks at _ the 
Broadway theatre, New York \ district 
court in Albuquerque, according to an Asso 
ciated Press report, gave Maudie Lee Clark 
$309 in compensation, damages, and medical 


perhaps we can write to 


expenses for injuries suffered in fitting a 
girdle on a customer; she sprained her hand 
what's this about the customer being 
always right? Any Texas display per- 
sonality will tell you that the leather in a 
single steer hide will provide all the leather 
articles required to outfit six soldiers for a 
year... . The Brooklyn navy yard has 680 
modern Betsy Ross's turning out flags. . 
The sixth annual window show will take 


—Shillito's, Cincinnati, used this window to aid the local scrap metal drive. 
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place in South Bend, Ind., September 17... 
six years ago a few salesmen made this 
town on a one-day stop over... now dozens 
call and some stay two days .. . the theme 
this year is “Help Win the War.” ... The 
uniforms of the WAVES were designed by 
Mainbocher and many fall trends in fashion 
will spring from these smart creations. 

An interesting idea for any Victory Display 
Committee meeting is to have the members 
finger printed by the police department 

any chief in any city will gladly furnish 
this tree of charge ... Representative Sam 
Hobbs of Alabama wants every man, woman 
30,000,000. per- 
sons in this country, nearly one-quarter of 
the population, already have had their fin- 
gers on record. ... Ray Parks, new I. A. D. 
president, hit a home run with his first 


and child finger printed 


edition of his pocket-size bulletin, “Display 
News” i 
profession had the loyalty for his job and 
his fellow-men that Ray Parks has in his 
heart, what a great organization we would 
have today! he deserves your war-time 
support because an investment in the I. A. D. 


if every display person in this 


as a member is an investment to help your- 
self... like a war bond, it will pay you 
dividends ten years hence . .. and another 
thing I thought of riding the bus the other 
night... how many of the 400-odd Victory 
Display Committee chairmen are members of 
the 10 per cent War Bond Club? ... to 
sell an idea you must believe in it first 
vourself,. 


Franklin Simon's Installs 
Blood Donor Windows 


\s a timely variation of the war bond 
and stamp sales windows opened to the pub 
lic by many stores, Franklin Simon & Co., 
New York City, a few days ago donated 
its Fifth avenue display 
Blood Donor Service of the American Red 


windows to the 


Cross. The windows were opened cere 
moniously, after which celebrities of the 
entertainment field took turns appearing to 
stimulate the number volunteering blood 

A special booth was constructed by the 
store, located just outside the windows, for 
the benefit of those signing up as donors 


A typical sign 


read: ''An old shovel will help make four hand grenades." The display department of the store 
did its part by contributing a load of old metal fixtures. William Arinow is display director— 





Hor Xmas! 


We haven't 
Corralled 
All of the 

Good Ideas 
---But Our 


New Xmas 
Catalog 
Contains 

Some That 


Are 
DARN GOOD 








SEND FOR IT 
TODAY! 














Cute little things for the ladies 
to coo over. 


Large spreads for background 
or aisle. 


Post trims that are different. 
SET PIECES 


LEDGE UNITS 
CASE TRIMS 


PEPPY---POWERFUL---EYE 
APPEALING DISPLAYS! 


4 
an 
5 cha 1888- 


SCHACK ARTIFICIAL FLOWER CO. 


319-327 W. VAN BUREN ST. 
CHICAGO, ILL. 























SAVES YousQee 


New bleed-proof condensed inks for all 
drawing and airbrush uses. Bright, lu- 





ors 















* minous, transparent, waterproof. 10 

PAIO basic colors (yellow, Parc red, car- 

mine, violet, blue, turquoise, green, 

MAKES 5 brown, black). Send $1.00 today for 
HALF PINTS any 5. STA-BRITE INKS CO., Dept. 






, 509 Fifth Ave., New York City. 


a SABIE NUS 


COSTUME, PATRIOTIC, PERIOD and 


Latest Stlle WIGS 


AT POPULAR PRICES 
Also Complete Line of Wiggers Supplies 


ARRANJAYS WIGS 
32 West 20th St., Dept. D, New York City 

































Ready to Letter Price Tickets 


and display cards with gold bevel 

edges and unusual borders --- all 

sizes. Suitable for the holidays. 
Send tor Samples 


R. MARCHETTI & BRO. CO. 
44 BOND ST. NEW YORK CITY 




















THAYER & CHANDLER AI? 


7 4 
40 


\ THAYER & CHANDLER 
O10 W.VAN BUREN ST., CHICAGO.ILL 


FINE OLD PRINTS 


For Window Display & Decoration 


Flowers, Fashions, Birds, Costumes. 
Hand-colored. Prices surprisingly low 


A.F. Goldsmith, 42 Lexington Ave., New York 



























145 to 15l 
W. 18th St. 
New York 


Write for New 
Catalogue “’D” 
















Silent Salesman 


STREAMLINE SHOW CASES 


Send for Catalog 


Detroit Show Case Co., Detroit, Mich. 














USE THE 
OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED 
POSITION VACANT 

DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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Maxwell Salt Dies 
Of Heart Attack 


Stricken by a heart attack 
beach with his wife and son, 
Salt died Sunday, August 23. He was gen- 
eral manager of the Excelsior Window 
Trimming Corporation, New York City. His 
death came as a shock to his asso- 
ciates as he had always appeared in the 
best of health. 


while at the 
Maxwell M. 


great 





Stamp Corsage Information 


Contained In Circular 

The War Stamp Corsage committee of the 
War Savings Staff, U. S. Treasury, has is- 
sued a circular giving detailed information 
on the construction of War Stamp corsages. 
Illustrations explain each step in detail. 
Kits for making 100 corsages are now avail- 
able at $2.75, and can be obtained from the 
following: Eastern district, Burros & Bur- 
111 West 19th street, New York City; 
mid-Western district, Schack Artificial 
Flower Company, 319 West Van Buren 
street, Chicago; Western district, Coast 
Flower Manutacturing Company, 936 South 


ros, 


The DISPLAY PARADE jno.a1 


SEPTEMBER, 194? 





Maple avenue, Los Angeles. Circulars ca 
also be obtained from these three source 
or direct from Harry Perlman, chairma: 
War Stamp Corsage Committee, 105 We 
Adams street, Chicago. 





Fall Results In Fracture 
For Virginia Roehl 

Virginia Roehl, who operates the studio < 
that name at 47 West 57th street, New Yor 
City, and whose articles and photograp! 
on New York display appear each month 
DISPLAY WORLD, suffered a double fra 
ture of the right wrist as the result of 
fall recently. At last reports she was ba 
on the job as usual. 





South Bend Establishes 
Window Show Theme 


For the sixth annual Window Show spo: 
sored by South Bend merchants and display- 
men the theme of “Help Win the War!” has 
been selected. War bonds and stamps total- 
ing $350 will be awarded as prizes. Judging 
of the windows will take place on Septem- 
ber 17. 


—by Tony Brinker 











We AAS A COTTAGE ON 
E UTTLE WAM RAVER 
WHICH WE USES AS A BASE 
FOR \WNUMERABLE BUNTING : 
AND FISHING EXPEDITIONS 4g 
... AN ALL-*ROUND swe 3 
FELLOW HIS FRIENDSHIP = 2a 
\SVALWED BY ALL 
WHO KNOW HIM _. 


A HARD WORKER AT 

WIS JOB... OUTSIDE OF ; 
BUSINESS, IS FIRST AnD 3 
FOREMOST AN OUTDOOR % 
MAN. : 





Bracteo WW DISPLAY As A 

IXTURE BOY FOR SHILLITO's, 
CINCINNATI, JOINED MABLEYS 

AS A O\SPLAYMAN IN 1921 LEAVING 
AFTER SIX YEARS To JOIN SMITH 
KASSONS, CINCINNATI, AS DISPLAY 
MANAGER, RETURNED TO MABLEY’s 
IN 1938 AS DISPLAY MANAGER __ 


DISPLAY DIRECTOR 
CINCINNAT 





DELMER 























MABLEY & CAREW, 
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CHECK YOUR CHRISTMAS PLANS 
[Continued from page 5] 
December strongly enough to meet last 
year’s figures. That is the reason why we 
are using the gift-giving idea this Christ- 
mas, instead of the patriotic or other types 

of themes.” 

WISCONSIN. “We plan to stay clear of 
the patriotic angle and lean more to an 
old-fashioned Christmas. We hope to use a 
religious institutional window. We. feel 
that we have played the patriotic theme 
quite strongly through Victory windows, etc., 
and that the reaction we get from the 
thought of the real Christmas will be very 
favorable. We will spend about the usual 
amount as in the past, but have decided to 
eliminate the trim on the front of the 
store so as to cut down and save electricity. 
Labor shortages in departments will cause 
some concern, but this will only mean that 
we will have to plan further ahead; I don't 
believe we will be able to construct as much 
in our own departments if the = situation 
continues.” 

OKLAHOMA. 
Christmas displays about as usual, and the 
old fashioned theme with a touch of the 
patriotic will predominate. I hardly think 
the labor shortage in departments will affect 
display; it will be simply a matter of the 
smaller force working longer hours to get 
the job done.” 

“T think the old-fashioned Christmas will 
be favored because it always brings pleas- 


“Stores will go in for 


ant memories of the Christmases ot the 
past. The religious motif will rank second, 
and the military angle third; this latte: 
has been played up too much already, and 
a change of front might help to make people 
forget their troubles. However, we plan 
on using some of all three subjects. Three 
floors of our store will be handled in the 
old-fashioned manner, one will be all mili- 
tary, with Christmas touches, and one or 
more will follow the religious pattern.” 

ALABAMA. “We expect this Christmas 
to be handled much as in the past: I can 
see no drastic changes coming up. I believe, 
too, that holiday display budgets will be as 
large as ever, or larger. So tar we have 
not had a serious labor shortage. I may 
be mistaken, but I feel that this year’s 
Christmas business should show an increase 
over last vear.” 

OREGON. 
patriotic schemes used than ever before, 
and I do not believe that the patriotic theme 
will over-shadow the real spirit of Christ- 
mas. I don't think that there will be much 
illumination at night for Christmas displays, 
as we out here are forced right now to put 
out all neon signs from dusk until sun-rise, 
and maybe there will be more ‘dimming’ 
soon. This applies to the entire West Coast. 

“As to labor problems, if stores have a 
displayman who has been long on the job 
and who is not drafted they should consider 


“T believe you will see more 


themselves lucky. Out this way there are 
quite a number of stores that do not have 
displaymen—and I don’t mean maybe.” 
UTAH. “The religious angle will prob- 
ably get the biggest layout, with the patri- 
OuC display kept to the sale of bonds, bene- 
fits, recruiting, etc. I believe the majority 
6! stores will try to have larger Christmas 
displays due to the boom in our. state; 


however, the labor shortage is becoming a 


DISPLAY WORLD 


serious factor in creating our Christmas 
and fall displays.” 

FLORIDA. “The Victory Display Com- 
mittee, which has so ably designed the vari- 
ous themes for the promotion of the sale 
of war bonds and stamps, is no doubt plan- 
ning to continue their efforts throughout the 
holiday season, which, in my mind, will have 
a direct bearing on the efforts of retailers 
and will in no small measure decide the 
theme of the promotions. 

“Tam of the opinion that the typical old- 
fashioned Christmas will be more in evi- 
dence than in many years, coupled with tra- 
dition so familiar to the American home; 
family, friends, good fellowship, fraternity 
and freedom of religious worship, toned 
down to the tempo of the past, vet tuned 
to the times of current public interest in the 
welfare of the nation. 

“We are planning on a somewhat cur- 
tailed budget for Christmas, largely due to 
the absence of window lighting at night, not 
permissible here, as you know. 

“The labor shortage will undoubtedly be 
felt severely in many stores. (Six of my 
former assistants are in the armed forces.) 
While I view the situation with anxiety, | 
am not inclined to think it will change the 
plans materially. 

“One of our greatest problems will be 
the creation of inspiring Christmas settings 
without the use of priority materials. Any 
evidence of luxury in the Christmas theme 
will, I believe, be in bad taste; consequently 
the simple themes as mentioned above will 
be the guiding points from which to plan.’ 

GEORGIA. “We believe conditions today 
present a most perplexing situation for the 
displayman, a condition which should be 
approached in a very subtle manner. It 
appears that clever non-essential ideas for 
Christmas, 1942, will be just a waste of time 
and money. 

“We should avoid being extremists in ex- 
cessive flag waving and religious themes, 
as we can not look forward to a Christmas 
Neither 


should we be so clumsy in our efforts as 


of supreme joy and merriment. 


to cause people to stand around our corner 
windows and weep. Because of war, most 
luxuries are taboo— ‘brown sugar’ and ‘Old 
Dobbin’ have already appeared on the scene. 

“Today our national cry and slogan 1s 
for simple living. I think we should take 
our cue from this great all-American trend, 
and make our plans in just a simple, old 
fashioned way. I think one swell idea 
would be to back up the ‘Open Letter to 
Johnnie’ of the Victory Display Committee, 
which appeared over the nation a few weeks 
ago, with one built around the theme of 
‘Greetings to Johnnie.” In this the open let 
ter would ke replaced with a greatly over 
sized but simple greeting card, appliqued 
partly over an envelope of corresponding 
size, postmarked: “To Our Johnnie,’ some 
place in’ England, China, or any place 
abroad. However, in this display one would 
naturally omit all copy pertaining to war, 
bonds and stamps, tanks and guns. In place 
of these could be displayed warm clothing, 
accessories, and service packages made up 
for mailing, with an authentic scroll listing 
practical gifts for men in service. This idea 
may perhaps merit some consideration by 
the VDC for its possibilities.” 

IOWA. “My particular plans call for the 
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Keep 
VITAMINS OUT 


of your windows 





— 


Py 


Get sun-fading 
protection with 


CALIFORNIA 


Transparent 
SUN SHADES 


Sunshine vitamins are good for 
you, but bad for your merchan- 
dise and display fixtures. Our 
more transparent shades prevent 
eye-glare and save you from ex- 
pensive sun-damage bills. More 


than 20,000 in use. 
WRITE TODAY itor descriptive folder. 


sample swatches, and prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 








LOOKS LIKE’ 





Sensational Lining and Cov- 
ering Papers By Makers of 
a 


ance of costly rare wood panels at lower cost 
than many ordinary display papers. Ideal for 
backgrounds — lining display cases — covering 
shelves and tables or any similar use. Easily 
tacked, glued or pasted on and is ready for 
immediate use. Some numbers have a 100% 
washable baked-on enamel finish—all printed 
in washable inks. Unusually wide—40” to 48” 
—25-ft. rolls—$1.50 to $2.00. Many other ef- 
fects available with CLOPAY display papers. 
Write for samples. 


GARRISON-WAGNER CO. 


1629 Locust st. ST. LOUIS, MO. 
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old-fashioned Christmas, with 
Christmas reindeer, tinsel, 
and a reminder of the boys in service. We 
will be patriotic in a ‘small way, but our 
many displays will be heavy with old-fash- 


trees, fireplace, 


ioned Christmas scenes, holly, red and green 
colors used extensively. Our interior dis- 
plays will be in keeping with our windows, 
and every nook and corner will be decorated. 
“Labor is the biggest bug in the display 
lot of 
grief during the Christmas season. To be 
the openings 
windows, as the interiors, 
the major every display 
manager. Perhaps the answer is to start a 
week or ten days earlier and hope for the 


profession today, and will cause a 


on schedule with Christmas 


in the well as 


will be goal of 


best. We may have to use girls soon, but 
who will do the lifting and carrying for 
them? Porters are as hard to get as dis- 


playmen. Perhaps a bonus or over-time 


pay will satisfy to some extent, but even that 


will not compensate for lack of sleep, or 
one’s health. 
“After this Christmas is over we will all 





plenty of 


DISPLAY WORLD 





be shaking hands with the army. Thank 
God there won't be a labor problem for 
Uncle Sam, and we are ready to go when 
called.” 


Chicago Club Plans 
Big Victory Rally 

A giant rally with “Display for Victory” 
as its theme is planned by the Chicago Dis- 
play Club for the night of September 15. 
Meeting at the La Salle hotel, the guest of 
honor will be Leslie Janes, national chair- 
man of the Victory Display Committee and 
national director of the store planning and 
display division of Sears, Roebuck & Co. A 
talk will be given by Bert Johnston, adver- 
tising director of Kroger Grocery & Baking 
Company, Cincinnati, who is vice-chairman 
of the VDC. 

Arrangements have been made for the at- 
tendance of a motion picture celebrity, and 
the presentation of a war movie under the 
supervision of Captain John V. Sandberg, 


of the United States Marine Corps.  Re- 








OPPORTUNITY EXCHANGE 











SALESMEN 
WITH DEPARTMENT 
STORE CONTACTS! 


need a number of men who really 
standing acquaintance with de- 
store display and advertising 


We 
have a 
partment 
managers. 

For the right men we have a new syn- 
dicated service with great appeal backed 
up by sound merchandising, and priced 
to give steady volume 

If some of your regular display lines 
have been curtailed by priorities this is 
the perfect sideline, to fill in for you. 

Send us details of your experience and 
territory covered. 


Address “A. W.”’ 
Care DISPLAY WORLD 
175 Fifth Ave. New York City 


sales. 








MEN OR WOMEN WANTED 


lo sell well-established display poster service 

to department stores and specialty shops, Lib 

eral commissions—exclusive territory. Write, 

giving age, background and territory desired. 
Address “D. P.” 


Care DISPLAY WORLD 
175 Fifth Ave. New York City 





CORRESPONDENCE INSTRUCTION-—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 








FOR SALE 
Animated DUMBO HEAD 97 5 
and RINGMASTER 


Dumbo Head, full relief, and 4 ft. Ring- 
master, all in good condition. Original cost, $170. 


LOEB’S - - Lafayette, Ind. 


30 in. 








WINDOW TRIMMER WANTED 
Experienced for ladies’ specialty shop. No 
background or sign card writing necessary. Per- 
manent position. Give particulars in first letter, 
draft classification, if married, exp., if now 
employed, salary expected. Reply by letter to 


FASHION HOSIERY SHOPS 
923 Fifth Ave. Pittsburgh, Pa. 








ADVERTISING—HOME STUDY—The Adver 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 








how to make 


xmas snow branches, trees; xmas boxes; xmas 
holly, poinsettia sprays, wreaths; show card 
paints, bronzes; show cardboards, make old ones 


new again; artificial flowers; special all for 50c. 


g. jentzen 


11 columbia ave. jersey city, n. j. 





WANTED 
Combination display and advertising man. 
Give age, experience, references and sal- 
ary expected. 
MOODY’S DEPT. STORE 
Fargo, North Dakota 








WANTED—WINDOW TRIMMER 


Combination displayman 
to handle complete display program for depart 
ment store State draft status, experience, 
reterences 


ind cardwriter wanted 


GLOBE STORE 
Watertown, N. Y. 














Mannequin Agency Wanted—We are looking for 
a line of popular priced display mannequins, to 
promote among some 3,000 Wisconsin and upper 


Michigan merchants whom we contact by per 
sonal calls and 12 times a year by mail. We 
maintain the finest display material show rooms 
west of the Alleghenies, and travel 2 men. 


ART MATERIALS CO. 
Milwaukee, Wis. 


843 N. Plankinton Ave. 
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freshments and music will round 
evening. 

Among other Chicago Display Club ne 
is the announcement that J. W. Campbx 
display director for Carson Pirie Scott 
Co., has accepted the vice-presidency of t 
club, replacing William Cahill, who is n 
in the army. 

Another of the club’s popular golf tour: 
ments will be held on Sunday, September 2 
at the St. Andrew’s Country Club. A nu 
ber of prizes will be awarded the winners 
Reservations are being accepted by Wal 
Kramer, of the Chicago office of Garriso: 
Wagner Company, and John Courtney, Sears 
State street 


out t! 


store. 





Fashion And Music Combine 
In This Display 

A recent display of Richard Schmidt, The 
Boston Store, Columbus, Ohio, made a novel 
tie-up with the familiar “juke-box.” An 
ornate juke-box was placed in the center of 
the window, with the record-changer appa- 
ratus placed in front of it for its action 
value in attracting the customers’ eyes. For 
the records, the songs selected on the radio 
show, “The Hit Parade,” were featured. 
Each of the ten dresses in the window was 
numbered in the same manner as the songs 
on the program. 

Aiter each selection a well-trained voice 
made a short announcement about the gowns 
and the next record to be played. Schmidt 
reports that the window was very successtul 
in both sales and word-of-mouth comment, 
many customers asking for certain styles by 
the numbers given them in the display. 





Rochester Displaymen 
Hold Annual Picnic 

The second annual picnic of the display- 
men of Rochester, N. Y., was held on Au- 
gust 22 at View. The event opened 
with the election of officers, these being: 
president, Charles Ellis, MecCurdy’s; 
president, Roy Gutzmer, Sibley, Lindsay & 
Curr; secretary and treasurer, Cal Bruck, 
Sears, Roebuck & Co.; social secretary, 
Thomas Polvino, McCurdy’s; publicity di- 
rector, N. P. Kornet, Kornet Displays. 

After the election came the sports events 
under the able direction of LaRue Edwards, 
of Loew's Rochester, and Nicholas Kornet. 
The games consisted of egg catching, cigar 
smoking, pie eating, tug of war, clothes pin 
and many others 


say 


vice- 


race, 


"Christmas Planning’ 
Is Subject Of Book 

The Grey Advertising Agency, Inc., 166 
West 32nd street, New York City, has just 
released a promotional book dealing with 
Christmas planning under war-time condi- 
tions. The well-illustrated book contains 300 
pages, and deals with all phases, including 
display, of department store holiday promo- 
tion. The book is priced at $10. 


Goldstein Appointed Manager 
For Excelsior 

Jack Goldstein has been appointed general 
manager of the Excelsior Window Trim- 
ming Corporation, 5 Union New 
York City, succeeding the late Maxwell M 
Salt. Goldstein formerly directed the New 
Jersey operations of the corporation. 
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THE PLAY WORLD 
[Continued from page 37] 

divert attention from real ones; still others 

show how blankets of smoke or artificial fog 

may obscure a large target area. 

Practical solutions for specific problems 
ire shown on actual models constructed in 
the Camouflage Research Laboratories of 
Pratt Institute, which is now sponsoring an 
extensive training program of industrial 
camouflage for professional architects, engi- 
1eers, and designers. Particular emphasis 
is placed in the exhibition upon the neces- 
sity of serious investigation by such protes- 
sionals in order that they may be qualified 
to deal with the practical problems of cam- 
ouflage design and construction. Only such 
individuals who have made a thorough study 
of the principles and methods of protective 
concealment, says the exhibit, can be en- 
trusted to camouflage for civilian defense, 
and in every case approval of regional army 
headquarters must be obtained. Further 
stress is laid upon the need tor broad re- 
gional planning if such camouflage is to be 
really effective. 

The exhibition on the whole is highly in- 
structive and presented in an entertaining 
manner; it is fortunate that it will be sent 
on tour to museums and galleries through- 
out the country, including Cornell univer- 
sity, Ithaca, the Columbus Gallery of Fine 
Arts, the City Art Museum of St. Louis, 
and the Art Institute, Chicago. 


BAMBI 

A Fiith avenue art gallery is showing 
Walt Disney originals in its windows these 
days and recently the Museum of Modern 
Art devoted an exhibit to preliminary 
sketches, oils, photographs and painted cells 
as well as an actual two and a half minute 
screening ot Bambi, the picture that has 
been in production since 1937. All this ex- 
—Below is an example of how the modern 
camoufleur confuses vision. Here a model fac- 
tory has been camouflaged by nets simulating 
ground. The sloping nets extend beyond the 
actual building to hide its shadow and take 
in the parking lot and railroad siding as well 

as the building itself— 
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citement in the art world over a mere ani- 
mated cartoon is authentic. Bambi has lifted 
animated pictures to new heights. The back- 
ground artists who worked on Bambi have 
created and revelled in a new and exciting 
medium for animated cartoons—oils. This 
has enabled them to obtain far greater real- 
ism, a forest of warm sunlight, cool glades, 
waterfalls and pools, a forest which reflects 
all of nature’s moods and seasons, a forest ot 
actual depths. This new technique was in- 
strumental in achieving the amazing torest 
fire scenes, the pictures of rain and of snow 
falling, scenes which never would have been 
possible with the old water color back- 
grounds. 

Displaymen might also note the accuracy 
with which Disney's animators drew the 
deer in the picture. Thousands of feet of film 
were taken of two real deer which the Dis- 
ney studio watched grow up in preparation 
for drawing them realistically. To make 
the cartoon animals move convincingly, the 
actual deer were studied from the skeleton 
out. The artists had to know exactly what 
bones and muscles moved when, and how. 
The result is something like “super-realism.” 


Decorative Plant Adds 
Victory Statue 

Further to stimulate the installation ot 
patriotic displays, Decorative Plant Com 
pany, 27th street at Ninth avenue, New 
York City, has added to its line a Victory 
statue. Created by Hugo Gerber, the statue 
shows a soldier, sailor, and marine fighting 
side by side while factories and workers 
\n American eagle 
tops the statue. The unit is available in 


are in the background. 


either of two sizes, 17 and 42 inches, and 
in antique ivory or golden statuary bronze 


Interior Displayman Wanted 
By Eastern Store 

Received too late to include in the Oppor- 
tunity Exchange of this issue is the request 
by a large store in the East tor a man quali 
fied to take charge of its interior display 
DISPLAY WORLD will be glad to put 
those interested in touch with the proper 
party. 


+t Ayality 
_ oe hus 


THATS THE SECRET BACK 
OF THE OUTSTANDING 
SUCCESS and REPUTATION 
of 





CRESCENT 
Queabi 
BOARDS 


TRADE MARK 


CONVINCE YOURSELF 





SEE YOUR DEALER 
Or Write for Samples 


A Product of 


CHICAGO CARDBOARD COMPANY | 


| 656-670 Washington Blvd., Chicago 
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Dear Mom, 


Was I blue! My skin was peeling. 
my hair was down and my makeup was 
out of this world. The display manager 
had me in the stock room and I was 
slated for the junkpile. 


But—one day I was taken out and 
shipped to MADISONIA. I was a little 
worried at first, but after they started 
working on me, I relaxed. 


You should see me now! All my 
cracks gone, glowing skin, new makeup 


and the most stunning hairdo you ever 


saw ! 


No more stock room for me! [’'m in 
' 


the main window and I love it! 


Your glamorous daughter, 


Mamie Manikin 


P. S.—I saw the bill and it was very 
reasonable. The boss is sending the rest 
of the girls to MADISONIA for the 


same beauty treatment. 


Now Serving America’s Leading Stores 


Send for Free Booklet 


MADISONIA @ 12) BROADWAY 
MANIKINS NEW YORK CITY 
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Display) SE | ADVERTISING INDEX 
Worlia | Reminiscing SEPTEMBER, 1942 | 


Display’s Great Monthly Digest | Arranjay Wig Co. 


S E R V i Cc E renee sie Becker Sign Supply Co. 


\s indicative of merchandising in 1917, Bishop Publishing Co. 
cc U F? E. A U | consider these two window cards used at 
| Greenhut’s, New York City: “Stop, mere Bulkley, Dunton & Co. 
The DISPLAY WORLD Service Bureau will | | man on the sidewalk, pivot this way, stand . 
~ rc A — = ae ——— ~~" | in close to the window, look straight at my Chicago Cardboard Co. 
on about anything in the display line in | | ‘ , 
which you are interested. If you do not find ‘mill end’ prices on these suits and over- : 
your needs listed on this blank, write a sepa- eT a | Ra ee | Sai tieairey” tie lla Darling Co., L. A. 
rate letter. If we do not have the informatien coats. Neglecting to buy hosiery in this ; 
you want on file, we’ll find out for you. Avail ‘mill end’ sale is doing a wrong to your | | Decorative Plant Co. 
yourself of our service facilities without cost | |). -fethook.” : 
or obligation. This service includes an analysis | | | = im : | | Detroit Showcase Co. 
of any display problem. Ray J. Terpstra, who had been conducting 
Air Somabes : ‘ | a display service in Sioux City, joined the 
Sudeiben Yhewe ame display staff of Carson Pirie Scott & Co., | 
Artificial Flowers | Chicago. Eaton Bros. Corp. 
Artificial Snow | : , Poa ; 
Backgrounds Jack Darling took charge of window dis- : ; 
Se ee fp el play for Oppenheim Collins & Co., Brooklyn, | | Fesil Fabrice Co. 
Brushes and Pens ° R. T. Whitnah, formerly with the Pugh 
aS i | Store Company, Chicago, joined Crosby Garrison-Wagner Co. 
Color Lighting | Brothers, Topeka. | | Goldsmith, A. F. 
re dl gl | A. A. Frezia resigned as display manager | 
Cut-out Letters | for J. J. Nathan & Co., Beaumont, Texas, to Hansen Mfg. Co., A. L. 


Helms Chemical Co. 





Display Mannequin, Inc. 


ouaieus aes | take a similar post with Gus Blass Company, 

Decalcomania | Little Rock. 

Display Furniture | po: : , ’ hee : . 

Display Forms | H. H. Kl inman, wh ) had een with the | esveet Way Glapley Pradects 

Display Letters | H. Shapiro Store, New York City, resigned | 

Display Racks 

Drawing Boards : . : s 

Enlarging Projectors York Department Store, Miami. | f. 

Fabrics and Trimmings | | LeBow Advertising Co. 33 

Fixtures 

Flags and Banners ; wer oe 

Foils SEPTEMBER. 1932 | | Madisonia Manikins 47 

Glass Specialties 

Geass a. : ; | Maharam Fabric Corp. 42 
osiery & Shoe Forms ‘ ' aa ee ae! : : ‘ 

Invisible Glass | Arthur J. Harper joined the Howland Dry Meshettien Weed tater Co. 44 


soneneing Ouitts Goods Company, Bridgeport, Conn., as dis- re 8 R “ 
Eatbtarehed "Disglays play manager, He had been in a similar archetti & Bro., R. 
per yeaa position for many years with Leavitt Stores Marquardt & Co. 21 
Metal Sheets Corporation, of the same city. Merkle-Korff Gear Co. 33 
wormage neem L. EK. Goldstein took charge of display for 

on Displa ' ; i 
Motion ne Shartenberg’s, Pawtucket, R. [.; he had been Mileo, P. C. 33 
Pageants ty tebitts in similar positions with Georke’s, Newark, Miller Cereal Mills 37 
Paper Sculpture Displays and the Gilchrist Company, Boston. 
1 ° 
Daslee eieane tentetties Harold Hacnes, for eleven years display Nalco, Inc. . 25 
mee aaa Blowups manager for Robertson Brothers, South 

stics , ee = 
Price Cards—Tickets Bend, opened a window display service in Opportunity Exchange 46 
rice Ticket Holders that city. 
Sale Banners pon ; ; 
ee John C. Mackey, well known in the display Paper Converting & Finishing Co. 35 
Show Card Celers field, was burned to death in an automobile 
Show Cases accident near his home in Atlanta. A mem- 


: : sel ete Reyburn Mfg. Co. 35 
mle ve Bg avd ber of the International Association of Dis — 9 " 


[) Signs—Brass—Bronze play Men, Mackey was a representative of | [| Ronan Co., Inc., T. J. 37 
[) Signs—Electric Botanical Decorating C ‘ Chicas \ 
f) Sleeve Forms rotanic a ecol ating ompany, 1 ago. . se 
| Stencil Outfits _— — he was display manager for Rich's, | | Schack Art. Flower Co. 43 

] Store Designing tanta. Sherman Paper Products Corp... Back Cover 


[) Store Fronts . , ° , : : 
Carl Benedict, following his resignation 
5 reins a : Shoe Form Co. 27 
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Tackers 
C) Time Switches as display manager for Younker Brothers, 


EE eae ga Des Moines, became head of display for Siegel, Nat 37 


Es , inc J i 
= Board Gold's, Lineoln, Neb. Sta-Brite Inks Co... 44 
a 
_ "] Window Lighting | | Stensgaard & Associates, Inc., W. L. | 
[) Do you wish a copy of their catalogue? 


() Do you plan to remodel your store soon? i Wj 
[) Do you plan to build a store soon? Navy Display — 


MAIL TO Local Contest 


DISPLAY WORLD First prize in a local display contest on 


CINCINNATI, OHIO 


Ty lbp tin fy the subject of naval recruiting has been 
awarded to John Dale, The Palais Royal, 


Thayer & Chandler 44 
Transparent Shade Co. 45 


Timbertone Decorative Co., Inc. 39 


7 Victory Display Committee. Inside Back Cover 
1 . . ° » 
vim Lafavette, Ind. Stores receiving honorable y sd 
Display Manager caninoke mention were S.  S. Kresge Company, | on 

met a " : _ : Williams, Inc., Jas. B. 3 
Street Loeb’s, J. C. Penney Company, Indiana Pub- | 
c lic Service Company, and Sears, Roebuck | Wold Air Brush Mfg. Co. 4! 
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A MESSAGE from the’: 
National Chairman of the 
Victory Display Committee 


SNLY a very short time ago, few, if any, of us in the Victory Display Committee realized 

the magnitude of the job we were undertaking, and the realization now will not discour- 

age the type of men we hope are predominant in the display profession. Rather, it will serve 
as a challenge to stimulate them to even greater effort. 


Almost overnight, display has assumed heroic proportions. Conservatively, more than 
300,000 Victory windows in less than 400 cities organized and aimed at the sale of Stamps and 
Bonds were delivered in the month of July!) Think of this in terms of circulation and it is 
probably greater than that of any other medium. What's more, it’s at the Point of Sale! 


No thinking displayman will allow anything to stop this magnificent opportunity to build 
display into the position it rightly deserves—and, in so doing. serve his country in the hour 
of its greatest peril. 


Displaymen can rightfully assume that they have in their hands the most potent of all pub- 
licity mediums—and the most inexpensive. [It is the least costly for the merchant to give in 
cash outlay and represents the most efficient form of visual education. 


The problem of scheduling displays nationally for government agencies and bureaus is not 
materially different from the problem of serving various departments in your own store, with, 
perhaps, limited window space. 


If we could schedule one theme a month or even one every two weeks, everything would 
he quite simple. That would add up to 12 or 24 departments to be served once or twice a year. 
This is impractical for the same reasons that it is impractical for you to assign all of your win- 
dows to one merchandise departmtent: except, perhaps. on very special occasions. 


Why devote a potential half million windows to one theme? There would be such a ter- 
rific duplication of traffie circulation that it would be boresome. It would be like picking up 
your newspaper and seeing the same ad on every page. 


Many government departments have urgent messages to get across to the publie—vital to 
the success of their activity. From our standpoint, every activity having to do with the war 
must succeed or they will all fail. 


The sale of Stamps and Bonds is of no moment if production fails. Production can’t win 
the war if transportation fails. Airplanes are of no use unless we can enlist the right pilots 
to man the planes. And so on. 


Therefore, it is clear that we must schedule displays for many government departments 
and, depending upon the urgency of each, assign windows in as nearly just proportion as we 
can. 

Committee chairmen and their organizations have a display management job on their 


hands heretofore unheard of. It calls for sound thinking. careful planning and teamwork. 


The future of display is now up to us—to all of us. Certainly no greater incentive could 
ever be offered than the opportunity to serve our country. If we can muster the strength and 
vision to do this job, then we can not only be proud to be displaymen, but our whole horizon 
of possibilities and opportunities will be extended. 


National Chairman, Victory Display Committee 





The big Christmas season calls for gay, spar- 
kling displays that will attract shoppers . . 

build sales and prestige for your store. That's 
why you should start your display with a bril- 
liant Sherman pic ‘torial design. Choose from 
the great array painted by famous artists... 
“Well begun is half done!” 


Save Time in Installation 


Here’s a great time and labor-saving tip...a 
boon to over-worked displaymen and retailers: 
You can save hours of time and worry by using 
the beautiful Sherman pictorial and other dis- 
play materials. For example, you can have an 
entirely new, distinctive background in a few 
minutes by using the 8-foot STYLE-CURVE! 


Choose from Color Miniatures 


Save time in choosing your display materials 
... the new DISPLAY GUIDE shows all these out- 
standing pictorials in miniature, in true colors. 
SEND FOR YOUR FREE COPY TODAY! 


SHERMAN 


Paper Products Corp. 


NEWTON UPPER FALLS, MASS. 
LOS ANGELES, CALIFORNIA 


BRANCHES: NEW YORK, CHICAGO 


We want new ideas for “big season” displays! 


Send the new Display Guide today! 
Name 

Company 

Street 


City 


"BIG SEASON" 
DISPLA 


8 Feet Tall 


2’ FLUTES 
2 WIDTHS: 3’ & 9’ 


THE NEW 8-FOOT 
STYLE-CURVE 








